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Each year with the coming of the N.A.D.L Spring Market 
Week, the thoughts of display turn to Spring with its fresh. 


colorful windows and interiors. 


We at Scheuer had turned our thoughts in the direction of 
Spring long months ago, and we have ready for your approval 
a new line of plastic, wood and plastic and wood display 
fixtures to help you present your merchandise in a manner 


to intrigue shoppers and to create sales. 


The ever present quality of materials and workmanship com- 
bined with the finest of design assures you that you may pay 


more, but you cannot buy better. 
See for yourself when you 
Visit us during 
SPRING MARKET WEEK 
December 9-13 
Hotel New Yorker, Room 532 
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FIXTURES §©307 WEST 38'* ST.. AT EIGHTH AVE., NEW YORK CITY 18 
ORIGINATORS AND MANUFACTURERS OF MODERN PLASTIC DISPLAY FIXTURES 


SsCHEUBR 





NOVEMBER, 1951 DISPLAY WORLD 


fl webs eiiloes fine 


HELP that sale! 


It’s the last 3 feet that count most... that's 
where the customer, the goods, the money 
and the salesperson come together... where 


sales are made—switched—or lost. 
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W. L. STENSGAARD AND ASSOCIATES, INC. 


346 N. JUSTINE ST., CHICAGO 7, ILLINOIS 
in Merchandise P: ion * D ion * Displays * Exhibits 
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OUR NEXT ISSUE 


Spring displays used with success by 
various stores across the nation and in 
several foreign countries will highlight 
the December issue, to round out the 
current year. In addition several fea- 
ture articles will deal with important 
display subjects, plus reports on con- 
temporary display from key cities. In 
the mail December 15. 


THE COVER 


Credit this display for “Nitey-Nite” 
sleepers to Lee W. Court, Wm. Filene's 
Sons Company, Boston. Live flamingoes 
“served as excellent shock value, stop- 
ping every pedestrian,” he reports. Signs 
gave clear identification of the mer- 
chandise and the children on the bal- 
cony created human interest. Business 
in the children's underwear department 
doubled during the time the display was 
on view. 


EASTERN OFFICE 


47 West 57th Street, New York City 19. 
Phone PLazo 3-5989 


SUBSCRIPTION RATES 


Published monthly at $4.00 a year for the United 
States, Canada, Pan-American Countries, 
Philippine Islands and Spain; all other $5.00 
@ year. Canadian and foreign orders payable 
in U.S. funds by international money order 
or New York bank draft. Single copies 40 
cents. Send all subscription orders direct to 
the publication office at Cincinnati. Changes 
of address must be reported at least two 
weeks in advance of effective date; other- 
wise missed copies cannot be supplied. 
Entered as second class matter September 20, 
1922, a ffice at Cincinnati, Ohio, under 
Member 
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Audit National 
Bureau of Association of 
Circulations Display Industries 





Pass This Issue Along 


You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 








she’s a grand 
young gal 
she’s a high-flying gal 


She’s the fulfillment of the American Dream... 
Mary Brosnan’s new ACTION Mannequin 


latest member of America’s 
First Family of Mannequins 

who makes her Red- 

White-and-Blue Debut 
at our big 
ALL-AMERICAN SHOW 
December !Ist—don’‘t miss it! 

during Market Week in New York— 

December 9th through 13th 
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498 Seventh Avenue, New York 18 + Dot Williams, president 

Mary Brosnan Mannequins «+ Pacific Promotions 

Patina Products® 
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EATON GRASS MATS 


They're so “VELVETY”* smooth—so natural look- 
the ideal background for all your displays. 


KEEP ON THE GRASS—It doesn’t matter what 
you display—clothing or cars, fruit or furniture— 
Place them on EATON GRASS MATS if you want to 


1951 





ing 





attract attention. 


SEE YOUR DISPLAY JOBBER 


"Trade mark Reg. U. S. Pat. Off. 


EATON BROTHERS CORP. 


HAMBURG, NEW YORK 











If you’ve never used Tekwood... 


feel a piece 


Your own hands will tell you this 
material for displays is strong and 
tough, yet flexible too. (It’s low in 
cost as well.) 


Take Tekwood into your hands. Get the feel of this 
versatile material...that’s why we want to send you 
a sample. 


Twist it. Bend it. Then you'll know Tekwood is both 
tough and flexible! Yet it’s so strong it won't shatter 
or splinter. 

And you'll find it surprisingly light in weight. 


Cut it. Score it. See how easy it is to make it self- 
hinging. Added Tekwood advantages: You can form it, 


\ 


easily, even around a short radius. You can die cut it, 
with clean, sharp edges. You can print, paint, silk screen 
or lithograph it without preliminary treatment. 


Do you want a special color? We match to specifica- 
tion on orders of 50,000 square feet or more. 


Send, to the address below, for a free sample. Ask, too, 
for prices on the quantities you use. By the same mail, 
if you wish, we'll also send a sample of the new Weld- 
wood Hardboard. Send for your sample NOW! 


UNITED STATES PLYWOOD CORPORATION 
55 West 44th Street, New York 18, N. Y. 
Manufacturers of Tekwood and Weldwood® Plywood 


Branches in Principal Cities * Distributing Units in Chief Trading Areas 
Tekwood is a patented product — U. S. Pat. No. 1997344 
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Line-O-Scribe 
SIGN MACHINES 


MAKE EXTRA PROFITS 


' FOR ALL USERS 


JBY INCREASING SALES Fea ide ] 
JABY DECREASING COSTS 


No waiting or going without signs 
to put on your merchandise when you have the 
Line-O-Scribe machine. Signs can be made 
at once that tell shoppers about the quality 
and values you are offering. Alll items can be 
signed at little cost and sales can be pushed 
without irritating customers. 
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MODEL M7I! MODEL M1422 
Capacity 7 x 11 inches Capacity 14 «x 22 inches 
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THERE’S A Line-O- Scribe 
FOR EVERY SIZE STORE 
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MODEL MI4II MODEL M2228 MODEL MS7I1 MODEL MK1422C 
Copacity 14 x 11 inches Capacity 22 x 28 inches Copacity 7 x 11 inches Copacity 14 x 22 inches 


AN CO. 


@ CHICAGO 41, ILL. 
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*& WRITE TODAY 
FOR FREE CATALOG 
which gives full de- 
tails and prices on all 
models . . . also tells 
you how Line-O-Scribe 
signs con increase 
your soles. 
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T. all our rnany friends in display we want to extend our sincere thanks for the wonderful Christmas 
season business we have enjoyed — and for helping make this 25th anniversary of ours so successful. 
Your loyal patronage is the finest asset of our business. 











Our salesmen will be on the road im- 
mediately after January | with a truly 
outstanding line for Spring and the Valen- 
tine season. Unusual care and thought 
have gone into the design of this line, and 
we believe you will be especially pleased 
with it. Every unit, every piece is de- 
signed to help you do a better display job 
at reasonable cost . . . and to sell more 
merchandise. 


@ Get a pre-view of the Oltmanns 
Spring line at the NADI Market 
Week, Hotel New Yorker — Room 
604 — New York City, Dec. 9-13. 





1405 DOUGLAS STREET, OMAHA 2, NEBRASKA 
DESIGNERS AND MANUFACTURERS OF ARTIFICIAL FLOWERS AND DECORATIONS 
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Manfelis 
Now showing our new lines 
« MISS « JUNIOR « MEN « CHILDREN 
Also forms, fixtures and promotional displays 
Open house from december 3 
Limousine service between the Hotel New Yorker and our 
showrooms foRUnanare| market week Tor your convenience 
THE 
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715 Fifth Ave New York 22 


bet S5th and 56th 


“an exhibition of - ; 
manikin art at its finest 


ROOMS 711+ 712° 714° 715. 
HOTEL NEW YORKER, NEW YORK 
NADI MARKET WEEK, DEC. 9 THRU 


Korrect-Way division 
American Fixture & Mfg. Co. 


Saint Louis, Missouri 
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Oy ) Can Spring be far Pehind... (4 
| Plan now to attend the 
NADI Spring Display Market 
Week in New York 
December 9 thru 13 
Showing in our showroom only 


where you'll find the newest 





in eye-appealing, sales-producing 


displays for Spring 1952. 


We'll be expecting you! 
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eee] THE L.J.CHARROT COMPANY, INC. 
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=== Designers + anufacTirers ARTIFICIAL FLOWERS 
B= ” DISPLAY DECORATIONS 
m ART DISPLAY STUDIOS 


36-38 WEST 37TH STREET 
NEW YORK 18 


“OUR THIRTY-FIRST YEAR SERVING DISPLAY" 
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15/2, NO BLOCK 


ail REALISTIC SNOW TEXTURE 
J FIREPROOF - LIGHT WEIGHT 


of Puls ; o% 


| 
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CUTS EASILY: CLEANS EASILY* SIZE 15x22x6 


! .? . 
. by ype S WORLDS MOST NATURAL 
‘ { LOOKING ARTIFICIAL SNOW 


Frostee Sno 


Will Help You Complete Your 


Holiday Windows 


Realistically and Economically 


If you want a display that is simple yet effec- 
tive, economical yet appealing, the material 
is Frostee Sno—the products available are: 


FROSTEE SNO BLOCKS 
FROSTEE FINE SNO 

FROSTEE SNO CHUNKS 
FROSTEE SNO FLAKES 
FROSTEE SNO BALLS & BELLS 


IMPORTANT NEWS TO THE DISPLAY 
TRADE OF EUROPE 


To provide Frostee Display Products for the market of 
Europe promptly and economically, special arrange- 
ments have been made with an old established display 
firm in Oslo, Norway, to manufacture, sell and export 
Frostee Sno. 


European Producer by Special License—“Blikkfang” 
Torget 8, Oslo, Norway. 


Order from 
YOUR DISPLAY JOBBER 
Mfd. by 
Frostee Sno Company 


ANTIOCH, ILLINOIS 
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STOP! 


and Visit Lico's 


OPEN HOUSE 


MARKET WEEK « DEC. 9 to 13 ' 


e | | Just a few 
: steps from the 
° New Yorker 


Celebrate 


the Opening 





of our New Showroom! 
249 WEST 34th STREET 
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Come up for Cocktails and Pretzels . . . then prevue the 
industry's pace-setting displays by "Lico" and see why our 
leadership continues to attract more and more display 
managers the country over. 


Our expanded plant facilities make it possible for us to offer 
you a complete service for all your display requirements. 


It's always "show-time”™ at Lico and you are always welcome 
when in New York to come in and say hello! 
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Bamberger’s Deca Pole Displays Stop 





{Above) This illustration shows how Mr. MeCorkle actually created addi- 
tional display area by erecting displays on the selling floor. As part of 
Bamberger’s “Bam's does it up Brown” promotion, a series of displays was 
@rected using Deca Poles as supports. Fabrics are draped through wood 
frames held between the poles. Accessories and furniture complete the 
displays. Sturdily constructed Deca Pole displays such as this one can 
be erected in areas of concentrated customer traffic without fear of being 
moved or toppled over. 

(Right) Deca Poles are ideal for erecting post trims in “difficult” corners. 
Here, next to a counter offering the merchandise displayed, Mr. McCorkle 
@rected this display as part of his Back-to-Collge promotion. Hand painted 
background held securely by a single Deca Pole highlights the merchan- 
dise displayed on the mannequin. ‘Clever sign card, displaying additional 
merchandise, is fastened to a baggage cart. Clever, eye-arresting displays 
guch as this can be erected by any displayman in 30 minutes. 


{Below) Another fabric display in Bamberger’s fall promotion. 
earpeting matching in color the one on the floor is used as a background 
in the panels to bring out the colorful designs of the fabrics displayed. 
Carpeting is held by wood frames erected between “Module Type” Deca 
Poles. Each display is held securely by two Deca Poles, each of which is 
tapable of holding 400 Ibs. with attachments or between modules. Posters 
announcing the theme of the promotion are in the foreground and on 
several of the panels. 
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Once again Robert McCorkle, display director, 
Bamberger’s, Newark, N. J., created an impressive 
group of attention-compelling interior displays using 
“Module Type” Deca Poles. Here he illustrates how 
the versatility, flexibility, and adaptability of the 
poles enables you to erect clever, interesting and 
attention-compelling displays, how the poles enable 
you to make fuller use of available display area and 
how the Deca Poles can save you time and money. 


The fabric displays illustrated how Mr. McCorkle 
“created” additional display area. Erected in open 
floor area, the displays catch the eye and invite 
closer inspection of the fabrics. Displays such as 


this erected in open floor areas are impractical, if 


SEE DECA POLES IN USE 
at the NADI Show 


Hotel New Yorker December 9-13 
Rooms: 603-610-611-612-614-615 


GARRISON- 


2018 Washington Ave. 
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Customer Traffic 


not impossible to erect without “Module Type” Deca Poles. 


To call attention to the display of plastic veneers and 
marbles and the demonstration of how auto seat covers are 
made, wooden signs were mounted on Deca Poles. The signs, 
erected high over customer traffic, could be seen from all parts 


of the floor and thus call attention to the displays. 


Deca Poles not only are simple and easy to use, but they 
afford genuine savings in time and money. Easy to erect and 
dismantle, the poles leave no unsightly marks on floor or 
ceiling. Furthermore, they accommodate ceiling heights from 
31 in. to 25 ft. and can be used over and over again in other 


displays. 


Mr. McCorkle, who first incorporated Deca Poles in his 
display program over a year and a half ago, estimates that 
every pole he has, and he has over 300 of them, paid for itself 
in terms of material and labor costs saved the first time it was 
used. No other display prop offers such economy, variety of 
application or durability as “Module Type” Deca Poles. 

Prove these facts in your display department. Plan now to 
use them. 


Order a Deca Pole “Store-Test” Set Today! 


The best way to measure the value to you of the new “Module Type” 


Deca Pole is to “store-test” it in your own display department. To help 
you do this, we have prepared, as a package unit, two Standard “Module 
Type” Deca Poles with an assortment of accessory fittings sufficiently com- 
plete to enable you to fully explore the possibilities of these dramatic 
display props at a relatively small cost. The complete set consists of: 


2—-MS-36—Standard “Module Type” Deca Poles to 
accommodate ceiling heighth from 31 in. to 
12 ft. 6 in. Price, each 


2—MS.-34-S—Card or Frame Holders. 

2—MS-35—Face Plates without Flange. 
2—MS-39—Face Plates with Flange. Price, each 
2—MS-33—Drapery Clips. Price, per dozen $ 2.50 
2—MS-38—Pole Clamps. Price, each $ 1.00 
2—MS.-32—Batten Brackets. Price, each $ 75 
2—MS-31—Picture Hooks. Price, per dozen $ 2.00 


$14.95 

Price, each $ 1.50 
Price, each » 
$ 1.00 


Total 16 pieces, all in ice blue baked enamel finish. Price for the 


complete “Deca Pole Store Test Set” 


$ 3 9.9 5 F.O.B. ST. LOUIS 


To accommodate ceiling heights over 12 ft. 6 in., extra 30 in. modules 


are available at $2.75 each. 
WAGNER CO. 


St. Louis 3, Mo. 
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(Above) Double-faced departmental signs, erected above cus- 
tomer traffic are securely held by “Module Type” Deca Poles, 
which pass through the center of the signs. Signs erected 
above customer traffic can be seen from any point on the floor 
and call attention to the merchandise displayed. 


(Below) Two Deca Poles were used to hold the double-faced 
signs directing customers to this demonstration. 
quickly erected and dismantled, Deca Poles are ideal for use 
in demonstrations and exhibits. Notice in the background 


how another Deca Pole is used to hold a directional sign. 
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SEE SPRING 47 | A. 


AT THE 


DECEMBER 


DECEMBER 
9-10-11-12-13, el 





PROGRESSIVE 


NATIONAL aii) ASSOCIATION 
of DISPLAY INDUSTRIES 


203 N. WABASH AVE. prEsENTATION CHICAGO 1, ILLINOIS 
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ANOTHER MADISONIA FIRS 


NOW YOU CAN Rent THE LATEST, SMARTEST 
MANIKINS, AND FOR ONLY $5.00 PER MONTH 


How does the Madisonia Plan work? 


YOU SELECT THE MANIKIN YOU WANT. You choose the finish, art work, hair color 
and style. WE PROVIDE IT! 


There is NO OBLIGATION to keep the manikin for any length of time. 


There is an initial service charge of $10. At the end of each year we replace the 
manikin with your fresh new selection at no additional cost. 


You are always in style with Madisonia. 


Surveys show that manikins 
sell more clothes. Do not 
skimp on your manikins. 
Madisonia eliminates the 
investment, the upkeep 
problem and guarantees 
that your "first salesmen" 
will look their best at all 
times. 





Spruce Up For Spring 


AMERICA'S LARGEST MANIKIN 
REFINISHERS AND 
WIG STYLISTS 


invite you to see how we glamorize 
your ladies! 


ROOM 516 
Hotel New Yorker 


Market Week 


NEW YORK—164 WEST 25TH STREET 
hA A D | S$ N | A CHICAGO — 11 SOUTH DESPLAINES STREET 
DALLAS — 1209 S. INDUSTRIAL BOULEVARD 
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FOR CHRISTMAS 


Write for Pictures of Our Complete Line 


N \ 12 COLORFUL DISPLAYS 
3] 








The Snow Man Santa at the Chimney 


G-516—The Snow Man, with a candy cane in one hand 

and a bright yellow broom in the other, sways to and G-517—Santa with his pack of toys stands 44” 
fro while the stars twinkle in the sky. Santa and his nigh and 29” wide and is supported by a 
reindeers are pictured in the distant background. sturdy wood easel. He waves a friendly greet- 
This is a light and action display ready for immediate ing as he enters the chimney. 

use, printed in seven bright colors, and is supported by A Z 
sturdy redwood frame. This display is printed in 5 bright colors and 


Size 191%” x 24” x 5”. Current 110 Volts A.C. or D.C. the motor is run by 110 volt A.C. or D.C. 
Price $20.00 F.O.B. our factory. current. Price $25.00 F.O.B. our factory. 


Carol Singers with 
Santa Claus 


G-518—This delightful Christmas scene is a 
light and action display. It shows Santa 
Claus nodding his hearty approval to the 
children as they sing their Christmas Carols. 
The action shows the trumpeter swaying at 
the shoulders as he plays his horn, the 
fiddler drawing the bow across the fiddle 
strings as the boy in the center tips his hat. 
The stars in the sky and the lights in the 
church flash on and off. Supported by a 
sturdy redwood frame. 


Size 32” x 48” x 5%”. The motor is 
operated by 110 Volts A.C. or D.C. current 
and the price is $37.50 F.O.B. our factory. 


FOR CANADIAN PRICES CONSULT WALTER DICKINSON & CO., LTD., 184 BAY ST.. TORONTO, CANADA 


GREGORY MOTORS Ine.  troontn new vor 
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Every display man will want te visit 
alone worth a trip to New York! 


IN THE HEART OF A GREAT CITY 


VICTOR HAIDA DECORATIVE 


DISPLAYS, Inc. PLANT CORP. 
149 W. 24th St., New York 11, N.Y. 136 W. 24th St., New York 11, N.Y. 


THE STREET OF QUALITY DISPLAYS 
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14 4 7 47 THE In 1951, the first display people to see Dekora- 


Blok marvelled at its amazing versatility . . . In 
1952, the entire industry will find that wherever 
merchandise is being offered for sale Dekora- 
Blok will display it best! 





EASY-TO-USE . . . Create new, striking displays faster 
and easier with light-weight, interlocking DekoraBlok. 


LOW COST . . . DekoraBlok displays can be quickly 
dismantled and new displays created in a few moments 
. - « DekoraBlok can be used time and time again. . . 
DekoraBlok is All-Purpose, All-Season. 


VERSATILE . . . An unlimited variety of window displays 
and interior applications are easily achieved with func- 
tional and decorative DekoraBlok. 


BRAND NEW . . . DekoraBlok is a revolutionary in- 
novation! If you don't have an opportunity to see 
DekoraBlok at the Display Show, be sure to call your 
local jobber and ask to see DekoraBlok! 
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Bill Palmer, 


Display Manager of Meier & Frank Company, Portland, Oregon. 27 years in 
Display. Started in Display with Lipman Wolfe & Company and was employed 
there from 1924-1930, Affiliated with Meier & Frank Company in 1930 and has 
been a member of thé store family ever since. 


MORE THAN A 
STORE ...A 
TRADITION 








Meier & Frank, of course, is one of the out- 
standing successful retail institutions of 
America but it is much more than that. It is 
an institution with a tradition of public 
and community service, grounded in a deep 
awareness of the needs and aspirations of 
the great community which it serves. From 
its ranks have come leaders in every com- 
munity worthwhile endeavor, including a 
Governor for the State of Oregon. Old in 
tradition but young in ideas and values of 
community service. These traditions are ex- 
emplified by the confidence and affection of 
Printasign Installation at Meier & Frank the people of the great Northwest. 


REYNOLDS PRINTASIGN CO. 


608 SO. DEARBORN ST. * CHICAGO 5, ILL. 
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UNUSUAL 


Creations For 
SPRING 
RESORT 
EASTER 

VALENTINE 


First Showing 


N.A.D.I. Market Week 
December 9 thru 13 


Rooms 501-552-553 


Hotel New Yorker 


Allied Display 
Materials, Inc. 
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For the most powerful display of special hosiery features, use forms that 
sharply focus the prospect's attention on those features. 


The illustration shows how effectively this is done with the range of 
lengths available in the glamorous Tip-Toe line of Fairy Forms. The smart 
finishes include the sensational new natural-looking, easily-washable Nu-Vel 
finish. 

Similar effects can be created with the complete line of weighted-toe 
Fairy Forms that require no bases or supports. 


For increased hosiery sales, 
send the coupon today! 


SHOE FORM CO. INC. Auburn, N.Y. 
IN CANADA: United Last Co., Ltd., Montreal 


Please send catalog showing complete line of Fairy Forms for the most effective 
display of women’s, men’s and children’s hosiery. 


C) Please also send catalog of Fairy SHOE Forms. 





Firm. 
Street ..... j Syipen urges ried hisipcaoe ten . Signed 


City ... : "PRC EEN Pe siccanseen, GOOD State 
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and see our NEW IMPORTED 
ORIGINAL TROPICAL UNITS!! 


@BAMBOO CURTAINS @ REED - DOODLERS 
@ MATTINGS @ CAGES @ SPIRALS 


| FLOWERS & NOVELTIES for Valentine's Day 
: Mother's Day, Spring and Easter 


NEW TYPE PRESERVED FOLIAGES AND FERNS 
. Write For Price List 
i Visit “The House Of Naturals” 
| ARTS & FLOWERS* DISPLAYS Inc. 
i MANUFACTURERS—IMPORTERS—CREATORS 


E 43 West 56th Street (The Block of Famous Restaurants) Near 5th Avenue, New York 19, N. Y. 





In Staging Your Displays to the 
Finest Audience—Your Customer 


USE THE CHARACTERS 


OOZING PERSONALITY AND SALES APPEAL... 


The MILEO Mannequin 


Years of Dependability Have Proven Their Value 


MILEO MANNEQUINS, 7 West 36th St.. New York City 18 














/MULTiview 


BLOUSE AND 
SWEATER DISPLAYER 





CLEAR PLASTIC 
BEAUTY FORMS GALORE! 
PLUS A SPARKLING PLATED 


CONVERTIBLE HEAVY DUTY STAND 
Sensation of the Display World! 





Your Landlord knows the value of Display 


Space—you'll find your “front foot” y vy cc A. 


cost on your rent bill . . . To get the most out 


of costly prime location, window dressing, ares a be _ 


and customer lure of every conceivable 


kind, you've got to Mass-Display . . . That is, 


Display More of the Merchandise you a 

have to sell and Display it Better. In brief, ‘ lw 

to create impulse buying, and to catch 

extra profit dollars, bait the hook six-fold / . —2™ Js y i 

and watch sales soar. Imagine! In y 

the smallest possible space, a dominating 

display of a full half-dozen Blouses and 

Sweaters! Sparkling Plastic Beauty Forms | 

lend a luxury note, yet last a Lifetime, . Se hope 

will not chip, peel, crack or discolor, can 

be changed about to suit your Display s 2 

Space. They Swivel! Tilt! Turn! They move ; ; 

up and down, side to side. The most A> 

flexible, most downright sensible, most oe MULTIVIEW = 6900 

reasonably priced, most profit building vans 

display equipment you've ever used. 

rpc 2 839% 
y- Immediate Delivery. 
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_ Bullock’s-Westwood: New Concept 


: N entirely new concept in department 
store plann:ng, devised to make 
suburban shopping as colorful and ex- 


Feiting as a holiday cruise, was introduced in 
Southern California a few weeks ago when 
Bullock's opened its long anticipated store in 
PWestwood Village. 
Representing the culmination of Bullock’s 
Pasiconun of experience and research in the 
ld of retailing, the new Westwood establish- 


bment is designed specifically to express in 
pphysic cal terms the merchandising philosophy 
adeveloped over the years by the famous de- 


organization. Architects for 
tthe new store are the celebrated firm of 
PWalton Becket and Associates, which also 
sexecuted the Bullock’s stores in Palm Springs 


~ 


Spartme nt store 


ee Cas ala ae 


and Pasadena. Working closely with Bullock’s 
own executives, including Planning Director 
Raymond Dexter, Becket was commissioned 
to create a “design for shopping” that would 
reflect the charm and intimacy of a beautifully 
appointed private home and yet provide the 
last word in modern efficiency, convenience 
and comfort. 

The result—Bullock’s-Westwood—is a com- 
plete department store on three levels, includ- 
ing a tea-room on the roof, with a three- 
level garage and roof-deck so closely correlated 
with the plan of the store itself that motorists 
can virtually park within a few yards of the 
section they wish to visit. Altogether, park- 
ing space is provided for 1,000 cars. 

Occupying the sloping 4-acre site between 


Weyburn and Le Conte avenues, Bullock’s- 
Westwood takes advantage of the differential 
in grade to provide two principal merchandis- 
ing levels, each with its main pedestrian 
entrance directly off the street, as well as 
making possible “floor-level parking,” with 
access to the parking areas on three sides of 
the building, including an arterial ramp from 
Tiverton. In all, there are six public entrances 
to the store itself so that the shopper, whether 
he arrives by car or by foot, can reach his 
desired destination in the shortest possible time. 

Architecturally Bullock’s-Westwood is com- 
pletely contemporary in design, with the 
Weyburn facade formed by a wide colonnade 
supporting a dramatic curved entablature 
faced with oversized faience tiles of a type 
never before manufactured and designed 
specifically for Bullock’s by the architects. 
This tile is repeated as the facing of the 
east side of the building, with the Le Conte 
elevation designed as a single wall of glass. 
The rest of the building effectively contrasts 
molded concrete, tinted a pastel green, field- 
stone and Arizona mint-stone, with extensive 
tropical planting by Robert Herrick Carter, 
landscape designer, emphasizing the distinctive 
California character of the store. Of rein- 
forced flat-slab construction, Bullock’sWest- 
wood represents the first store in the country 
to utilize the new photoanalysis technique of 
predetermining structural stresses, which 
saved almost $30,000 in reinforcing steel alone. 

It is also one of the first to be “integrally 
designed,” with every component of its archi- 
tecture and interior decoration carefully co- 
ordinated to create a perfect merchandising 
mechanism. In this respect the store repre- 


—Top, left, an exterior view of the new 
Bullock's-Westwood . . . Upper right, directly 
back of the windows stand display platforms. 
Hand-woven split reed blinds are at the upper 
left. The flagging is of fieldstone . . . Left, 
the shutters are finished to match the abstract 
driftwood display prop at the lower right— 
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—Right, the "Dining Circle" with display 

cases of East Indian teak; Swedish wallpaper 

is in gold and gray and the carpet is a deep 

gold . . . Below, the interesting toy depart- 
ment display treatment— 


sents the close collaboration of Raymond 
Dexter, Bullock’s planning director, and 
Becket’s hundred-man staff of specialists, who 
together developed the details not only of the 
building itself but of virtually all furnishings, 
fixtures and interior appointments from the 
color of the walls to the labels in the dresses. 
The result is a degree of integration seldom 
achieved in so complex an organization as a 
modern department store, with the general 
design scheme carried out down to the wrap- 
ping-paper in the toy department and the uni- 
forms of the operators in the beauty salon. 
Inside, the store is planned as a series of 
individually styled sections, giving the im- 
pression of separate rooms but each opening 
onto the next to provide dramatic vistas from 
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every vantage point on the floor. Partitions, 
where they are employed, are generally curved 
or angled to avoid dead corners and to encour- 
age traffic circulation, and each department 
consequently has a characteristic shape as well 
as its own distinctive color scheme and special 
fixtures designed to meet the particular re- 
quirements of its merchandise. Variegated 
floor coverings, contrasting wall textures, and 
staggered ceilings also serve to differentiate 
the various sections without interfering with 
the freedom of customer flow. 

One of the most unusual departures from 
orthodox store design is the complete absence 
of conventional cases and display racks. In- 
stead there is an unusual arrangement of 
decorative wall panels in a variety of rare 
woods, each four feet wide and separated one 
from another only by a slender “keyhole” strip 
which conceals a locking device built into the 
wall itself. Hooks and brackets inserted at 
any point into this strip make possible the 
installation of shelves, racks and hang-rods on 
a 4-foot module, providing “floating” fixtures 
which can be instantly changed or removed as 
the occasion demands. In a few sections 
(homewares, gifts, yardage, etc.) this tech- 
nique is varied with walls of perforated metal 
into which appropriate fixtures can be at- 
tached. 

The lower level of the store, with its main 
entrance off the flagstone sidewalk on Wey- 
burn, contains the home store, the children’s 
store, and the store for men and boys. Im- 
mediately inside the entrance is the gift sec- 
tion in the form of a handsome foyer. Be- 
yond this is the “Dining Circle,” divided into 
quadrants devoted respectively to silver, linen, 
china and glass, with the curved walls above 
the teakwood panels finished in an unusual 
wallpaper imported from Sweden. 

The home store occupies the entire north 
wing of the lower level. In the furniture 
department movable divider screens on the 
columns help create the illusion of separate 

[Continued on page 60] 








LITTERING, glamorous, gala — such 
CSrers describe recent New York City 

displays which ushered in the festive 
social season. 

A formal, yet informally enjoyable, eve- 
ning of cards was engagingly established 
by Display Director John Robert Cobb for 
a presentation of blouses in three Henri 
Bendel windows. 

In developing this theme, a proscenium 
covered in off-white muslin showed a series 
of cutouts following the shape of playing 
cards, with a black blouse form suspended 
in each opening. As further accent, a cut- 
out spade or club, painted black, was inset 
in the corner of each of the four open 
spaces. Spatterdash in black, gray and 
pink was used on the frame, and red and 
black ribbon in a twisted design was painted 
all around with a decoupage of imported 
French playing cards, poker chips, score 
pads and pencils added across the top of 
the set. On the floor, which was covered in 
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the off-white muslin and spattered in the 
gray, pink and black, playing cards were 
scattered in a carefree manner which added 
to the feeling of gaiety. 

The pose of the inset figure, framed in a 
large rectangle and dressed in contrasting 
black evening blouse and_ black-tasseled 
beige satin skirt, suggested the air of 
being in the act of dealing cards to in- 
visible players. An accessory grouping to 
the right included a blouse, three bottles of 
cologne and two boxes of imported playing 
cards, the latter from the Gift Shop. White 
fluorescent lighting flooded the white back- 
wall. 


—Upper left, by John Robert Cobb, Henri 

Bendel . . . Upper right, by Winston Jones, 

Franklin Simon & Co. . . . Lower left, by Louis 

Villela, B. Altman & Co. . . . Lower right, by 

Henry Callahan, Lord & Taylor... (All 

photographs by courtesy of Virginia Roehl 
Studio, New York City) — 
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Glamour was the key-note of the fashions 
in the settings by Display Director Winston 
Jones for four Fifth avenue windows at 
Franklin Simon’s. 

“We like the essential elegance and almost 
formal attitude of the Sibilant Taffeta with 
a gala bouffance of immense skirt” read the 
placards of gray-mottled parchment paper 
lettered in black and with underscorings in 
gold. 

The backwall and sides were a neutral 
green, and set out from the backwall was 
a brilliantly colored painting in lacquer on 
an aluminum panel. The frame for the still- 
life was formed of thin steel rods mitred 
at the corners and the ornateness within 
the frame itself was created by cleverly 
bent, twisted and balled strands of gal- 
vanized, silver, and gold wire. The floor 
and baseboard, the huge pumpkins and the 
pile of autumn fruit and vegetables were 
all a solid gold color. Chairs had gold 
frames and silvered seats. The panels and 
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The New Season 


fashions in the three other windows were 
different, but the same feeling of glamour 
and brightness was created for the “Fabric 
Theatre Suit”... “Misted Gray Lace”... 
and “Black Wool Costume.” 


Display Director Louis Villela devoted 
the entire bank of B. Altman's large Fifth 
avenue windows to “Toddlers” and “Big 
and Little Siste all watched over fondly 
by big policemen. In alternate windows the 
policemen were our own American “cops” 
and the others were English “bobbies” to 
tie in with “Berketex of London... British 
made coats.” 

In the accompanying illustration, “Sisters 
are snug-as-bugs in Our Warm, Rugged 
Duffle coats” — thus describing the gray 
coats to the left with gray corduroy slacks 
on the smaller figure and plaid slacks on 
the larger. Coats to the right were tan, 
with dark brown slacks on both children. 


In the foreground of the Lord & Taylor 





DISPLAY WORLD 





next, four, gloved hands, 
accompaniment of nail- 
s chosen 


window shown 

bright with the 
polish, pointed proudly to the tw 

from “The Country Clothes Shop. 
this autumn landscape in 
tweeds, Display Director Henry Callahan 
used a double-tiered arrangement of big 
wicker baskets, suspended from the ceiling 
by a heavy link chain in gold. From the 
baskets spilled forth the harvest of autumn 
— chrysanthemums, vari-colored and vari- 
shaped gourds, mixed with the blond ripe- 
ness of grain. The plain, burnt-orange 
seamless paper background and floor added 
to, rather than took away from, the display 
of tweed-clothed mannequins. A_ second 
window used a citron colored background, 
green was featured for the third display, 
while the fourth was a ruby wine color — 


Continuing 


Above, by Sidney Ring, Saks-Fifth Avenue. 
. . « Below, by Gene Moore, Bonwit Teller— 





By VIRGINIA ROEHL 
Virginia Roehl Studio, New York City 


each accenting the foremost color note of 
the tweeds. 

“Decorating News . . . Scarf Collections” 
was the simple caption used by Display 
Director Sidney Ring for a Saks-Fifth Ave- 
nue window—a window with a most simple 
prop, but so smart in handling that the dis- 
play was as eye-catching as a group of 
waving flags. This flexible prop, actually 
an enlarged horizontal dowel arrangement 
supported by two braces, can be re-arranged 
in many different ways by either the elimi- 
nation or addition of dowels. Too, this 
slightly slanting prop has been found a 
highly successful displayer for many types 
of merchandise such as blouses, sweaters 
and children’s wear. 

The silk and wool scarfs were handsome 
in color and had many moods and occasions 
for wear; some were squares, some oblong. 
Combinations of colors included red with 
peacock blue and white, gray with gol 

[Continued on page 82] 
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—To break the long line of the narrow store 
and to provide a dramatic focal point the 
building was designed with a glass walled 
patio which separates the store into distinct 
areas connected by a narrower section in the 
center . . . On the opposite page ore seen 
three of the window displays which helped 
open the suburban store and a view of one 
of the departments showing the use of bright 
drapes, rugs, fixtures and brick flooring. Guy 
Malloy is display director for Neiman-Marcus; 
Emory Gregory, assistant, will head display 
for the new store— 


HE “open look” characterizes one of 
Tite most exciting suburban specialty 
America, the first branch 
of internationally famous Neiman-Marcus, 
Dallas. The store, which just opened in 
mid-October, is located at Preston Center 
in the northern sector of the fast-growing 
city. 

The design philosophy of the architects, 
DeWitt and Swank of Dallas, and the in- 
terior designer, Eleanor Le Maire of New 
York City, is that a store should “belong” 
in its natural surroundings. For inspira- 
tion they took the colorful background of 
Texas and the whole Southwest and the 
love for the open spaces, the enjoyment of 
pleasant living, the fine 
things which are so dear to the hearts of 
Texans—all are reflected in the generous 
handling of space in the design of the 
Preston Center store and the extensive use 
of glass to allow uninterrupted views from 
inside out, and outside in. 

Inspiration for themes and 
derive from the art and culture of the 


stores of 


appreciation of 


color decor 
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Southwest Provides Theme 


various Indian tribes of the Southwest. 
Extensive research was conducted to assure 
an authentic feeling, but without any in- 
tention of merely copying or reproducing 
any Indian art expression in its original 
form. On the contrary, the concept was to 
capture the spirit of the Indian colors and 
forms and express it in appropriate 
temporary manner and materials. 

The color throughout the store 
blends the colors of the earth, sun and sky 
as used by the Indians in their weaving, 
pottery, baskets and sand paintings. De- 
signs of fabrics, rugs and china echo the 
feeling of ancient Indian designs. Out 
standing artists were commissioned to carry 
out special decorative features with Indian 
motifs for key points of attention in the 
store. 

One of the most exciting of these specially 
designed decorative features is the fascin- 
ating colored glass mural by John and 
Elaine Urbain. 


con 


scheme 


The theme for the mural derives from 
the wonderful Kachina figures which are 
so prominent in the art and folklore of the 
Indians of the Southwest. These figures 
represent various supernatural beings, gods 
of good and evil. At tribal festivals, the 
men of the tribe don masks and costumes 
which symbolize the various Kachinas and 
act out appropriate roles. To acquaint the 
children with the appearance and _ signifi- 
cance of the Kachinas, the Indians make 
doll Kachinas which are simplified versions 
of the ceremonial dress worn by the adults. 

The Urbain mural depicts a group of 
these Kachinas, arranged around the sun 
as the central unit which holds them all 
together. There is no told in the 
mural; rather, it is an abstract, decorative 
treatment. The individual symbols, chosen 
to represent various phases of Indian life, 
include dancers, rain god, Kachina doll, 
reindeer, rainbow goddess, evil bird, bird 
of flight, medicine man, sun, hunter, red 


story 


bird, sky father and warrior, among others. 

The mural is “painted” by attaching pieces 
of colored glass, cut in sizes and shapes 
required for the design, on a panel of plas- 
ter, then pouring a second layer of plaster 
and smoothing it flush around the edges of 
the glass. The Urbains have been experi- 
menting with “painting in glass” since their 
marriage six years ago, but Elaine began 
it years before that when she worked with 
her father, who is head of a well-known 
stained glass firm in Wisconsin. They are 
now in Europe studying and doing research 
for future murals. 

The mural is placed along the high wall 
directly opposite the patio entrance, where 
the play of light on the bright-colored glass 
figures sets the gay and sparkling mood 
which carries on throughout the store. 

Over the dramatic stairway hangs a 
bright-colored mobile by Alexander Calder. 
The mobile, which Calder calls “Mariposa,” 
was designed especially for this spot in the 
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For New Store 


Neiman-Marcus store and its strong colors 
and graceful movement match the mood of 
the decor. 

Calder is world-famous for his pioneer 
work in what has been called “openwork 
sculpture” and his works are in the collec- 
tions of many of the fine museums of this 
country and abroad. Although Calder’s 
parents were both artists, and his father 
and grandfather both sculptors, he first 
studied to be an engineer. It was through 
his interest in tools that he began experi- 
menting with abstract designs and figures, 
using wire and bits of metal. While study- 
ing art in Paris he began creating a collec- 
tion of circus figures, at first for his own 
amusement and then for his friends’ en- 
joyment. These figures and the amazing 
performances Calder put on with them be- 
came famous in the Paris art world, and 
so did Calder. 

His favorite material is metal, and in his 
work he avoids the usual modeling in favor 








of direct handling, cutting or shaping ma- 
terials with a hammer or assembling the 
composition piece by piece. Among the 
most famous of his works are the Mercury 
fountain he designed for the Paris Exposi- 
tion in 1937 and the fountain display at the 
New York World’s Fair in 1939. 

The store proper occupies an entire block 
along Preston road, in the southwest corner 
of the development and with four entrances 
on three sides of the building. Since the 
site itself is extremely long and narrow, a 
long and narrow building was indicated, but 
to break the excessively long line and create 
a dramatic focal point the building was 
designed with a glass walled patio which 
separates the store into distinct areas con- 
nected by a narrower section in the center. 
Luxurious planting in the patio provides a 
vista from all parts of the store. A part 
of the site was reserved for future expan- 
sion, and the building itself designed so 
that it can be extended outward or upward, 


By RUTH SOMMERS 
Neiman-Marcus, Dallas 


as future need requires. A generous park- 
ing area has been provided. 

DeWitt and Swank, the architects com- 
missioned -by iman-Marcus to plan the 
building, have collaborated with Miss Le 
Maire, the interior designer, to achieve the 
necessary conformity of the structure to 
the needs and special character of the store. 
A distinguished building has been the result 

patio is enclosed on three sides by 
high glass walls, extending the full height 
of the building, and since the second floor 
is set back to form a mezzanine around 
these three walls, every part of the interior 
shares the feeling of spaciousness and the 
outdoors. It was necessary because of the 
intense heat of the Texas sun to use special 
glare-proof and heat-absorbing “Aklo” glass. 

The large show windows on the west side 
and near the north entrance are designed 
with clear glass backgrounds, affording an 
inviting view of the interior with its fas- 

{Continued on page 74] 
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1E lull before the storm was apparent 

in. recent displays in Chicago while 

display departments were engaged with 
last minute details of Christmas prepara- 
tions. This year the big stores on State 
street can be expected to swing into the 
spirit of Christmas even earlier than custo- 
mary. 

Marshall Field & Co. went all out on an 
earlier-than-usual showing of toys in the 
big Washington and State window, titled 
“A Flight into Christmas” —its impact 
reaching those who wish to avoid heavy 
traffic at the toy counters. Field’s fall win- 
dow backgrounds of tinselled garlands and 
sparkling motifs give evidence that the 
holiday buying spree is off to an early start. 

Lytton’s installed a snow scene in mid- 
October for a dramatization of boys’ sports- 
wear and although there was no mention of 
Christmas, the flocked trees implanted a gift- 
giving thought for future consideration. 

Carson Pirie Scott & Co. was engaged 
last month in its annual pre-Christmas 
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Chicago Windows Forecast 


anniversary sale with windows and interiors 
reflecting its Scotch ancestry. 

The Fair added another year to its im- 
pressive record as the largest department 
store under one roof that has remained in 
its original location, by a storewide 76th 
anniversary sale. 

At the Fair (first photograph) “Black and 
bewitching to capture the magic of the 
night” borrowed its stateliness from tall 
columns made of plywood and sketched with 
black lines to represent stone pillars. The 
promotion of dresses for after-five glamour 
acquired its decorative effects through this 
white which a 
was each of 


medium, plus a panel on 
different subject sketched in 
four windows. The picture background was 
a repetition of this technique which 
seen in a large bird-cage hung from a 
tree branch. Classicism further ex- 
pressed by the bust of an Eighteenth Cen- 
tury which Reed Schlademan, 


was 


was 


corset model 


display manager, toted back from a recent 
Western trip and had reproduced in plaster 
to emphasize the uplifted bust and the nipped 
in waistline of today’s women. The plaster 
figures were marbelized with black and 
gray paint by Leon Schwartz of the display 
department, whose artwork is a noteworthy 
contribution to The Fair’s impressive dis- 
plays. 

The manipulation of abstract design in 
planes and uprights created a simple but 
arresting display (second illustration) for 
a bank of State street windows at Henry 
C. Lytton & Co. The dramatic effects for 
the store are designed by Shirley Kalvelage 
under the direction of G. C. Bowen, display 
manager. After they have served their 
purpose at the main store they eventually 
find their way into the windows of all of 
the chain. In the illustration that is a 
“Passport into fashion circles,” gold and 
purple merchandise ‘was spotlighted. The 


simplicity of the natural wood prop was 
relieved by a laminated, plastic panel, im- 
pregnated with wheat, and sheaves of wheat 
were secured to two angled wood strips to 
silhouette a mannequin. Accessories were 
allotted space on a low table with a tree 
branch base sprayed gold. 

The third display shown is from a se- 
quence of six at Carson Pirie Scott & Co., 
by Clement Bradley, director of display. 
All scenes were American adaptations of 
famous French designers, the fashion ma- 
nipulated to repeat the feeling of the pos- 
ters on the back wall. These posters were 
religiously copied by the display department 
from Toulouse-Lautrec lithographs which 
are currently commanding considerable at- 


—Top, by Reed Schlademan, The Fair Store. 

. . « Directly above, by G. C. Bowen, H. C. 

Lytton & Co... . Left, by Clement Bradley, 
Carson Pirie Scott & Co.— 
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—Right, by John Moss, Marshall Field & Co. 
. . « Center and below, by J. Boghosse, Gold- 
blatt Brothers— 


tention in moving picture settings. In the 
illustration the continuity of feeling in props 
and merchandise was achieved by drawing 
out the many blues in the poster for the 
Desses blue featured as fashion’s new 
-color. Props in the series that formed the 
accessory units were French rolls and bread 
adorned with jewelry, gloves and scarves, 
and sometimes the long loaves were tucked 
in a shoe as a leg form. Returning to the 
American theme, American champagne bot- 
tles were tied with a jaunty ribbon scarf 
or a necklace of brilliants or pearls. The 
black streetlights were reminiscent of Paris 
and were introduced to flood the scenes 
with a twilight glow. Lighting was an im- 
portant factor in the dramatization. In ad- 
dition to the twilight, Bradley took the ac- 
cent color (blue in the window illustrated) 
and painted an enormous circular glow on 
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the backwall, overlapping it with a lighter 
hue from the opposite side. White light 
was streaked throvgh the hues in crescent 
formation to express motion in much the 
same manner a painter brings life to his 
canvas. 

A series of windows at Marshall Field & 
Co. by John Moss, director of design, 
stressed the importance of “Perfect plan- 
ning . . . The right blouse with the right 
suit.” The angle of planning a wardrobe 
was likened to the planning necessary for 
building a house. The props in white—a 
door, a wall, a chair, a picture frame, and 
a braided rug—implied the importance of 
selecting the right ingredients. 

“The basic coat backed up by little furs” 
was the subject of a sequence at Marshall 
Field & Co., also by Moss. In these win- 
dows the coats were raised to eye level by 
three marbelized steps that appeared to 
lead into a gallery exhibition. Black velvet 
ribbons cut across the four window corners 


By SHIRLEY WARE 


and added to the gold pictures displayed on 
the background for a sumptuous touch. 
October was coat month at the Goldblatt 
stores and the displays were aimed at the 
mass market. The State street store con- 
ducted “the biggest coat sale in retailing 
history.” Such a stupendous stock of mer- 
chandise to be moved does not allow the 
display manager much latitude with mer- 
chandise that must be representative and 
give the impression there is a wide range 
of styles and colors from which to choose. 
J. Boghosse, display manager, conveyed this 
impression by a block-long display, using 
34 coats in one window. However, three 
windows were reserved to feature three 
styles under the title of “Kings dubbed it 
Royal Purple.” The dramatic accent was a 
simple branch of thorn apples suspended 
from one corner of the windows to which 
were attached white and orange paper leaves. 
{Continued on page 78] 
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Interior Displays Around 


, | iE new Bullock’s store in Westwood, 

just outside Los Angeles, is an accom- 

iichment in building a retail merchan- 
dising mechanism which is going to be 
difficult to match or beat. From all indica- 
tions, Bullock’s-Westwood is due for some 
award or other when the time for award- 
giving rolls around, 

Major credit for the new store, we learn, 
is attributable to Raymond Dexter, the 
store’s planning director, and Welton Becket 
& Associates, architects, who also built 
Sullock’s-Palm Springs and _ Bullock’s- 
Pasadena. The complete article elsewhere 
in this issue gives details of the store, but 
we can't resist showing a couple of interior 
views herewith. 

While we're on the subject of branch 
stores, let’s have a quick look at Woodward 
& Lothrop, of Washington, D. C., and its 
new store in Bethesda-Chevy Chase, Mary- 
land. Woodward's new branch reflects the 
charming atmosphere of suburban Mary- 
land and is appointed in excellent taste. 
Soft colors are used throughout, with deli- 
cate designs as decorative schemes in the 
various departments. The beauty salon 
(shown here) is typical of the smartness 
and taste to be found in the entire store. 
A wire-screen framework forms the en- 
trance, facing a counter finished with an- 
tique mirrors. <A large crystal chandelier 
is suspended over the counter and reflects 
in the mirrored wall. The interior of the 
shop features a distinctive wallpaper of 
small pattern, and furnishings in modern 


—At the upper left and directly above are 
two interior scenes from the new Westwood 
store of Bullock's, Los Angeles. The first is 
a portion of the intimate aparel section, and 
the second is the view seen from the entrance. 
. . . Center, the entrance to the beauty salon 
of the new Bethesda-Chevy Chase store of 
Woodward & Lothrop, Washington. D. L. 
Herndon is display director . . . Left, a car- 
ousel in the Junior Booterv, Los Angeles, pro- 
vides entertainment for children awaiting their 
turns for fittings— 
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—At the right, a section of the teen-age de- r4 
partment for girls at The May Company-Down- 
town, Los Angeles; Stanley E. Thompson is 
display director . . . Center, an interesting 
case display by Philip Nogga, interior display 
director for Bloomingdale's, New York City. 
. « « Below, part of the redecorated fashion 
floor of Lord & Taylor, New York City; Edgar 
Tallman is interior display director— 


lines. The color scheme throughout is pink. 
D. L. Herndon is Woodward's display di- 
rector. 

A spirited idea to attract children’s shoe 
business is found in the Junior Bootery in 
Los Angeles. All the wriggling and com- 
plaining is gone when the tots sit on the 
wooden horses of this carousel to wait for 
their fittings. The carousel turns when the 
children push the pedals. The whole shop 
carries a playland atmosphere, from a large 
story book mural on the yellow walls right 
down to the salesmen’s stools constructed 
like small wooden carts with wheels. 


bi By MICHAEL SCOTT 
T a e N a t | O Nn Retail Reporting Bureau, New York City 


For the somewhat older crowd, the high 
school set, The May Company-Downtown, 
in Los Angeles, captures the teen mood 
superbly Display Director Stanley E. 
Thompson built a framework above the 
merchandise racks. Photographs of high 
school girls, with tags identifying their 
schools, are set in alternate frames. Be- 
tween them are various symbols of teen- 
age life: Megaphone, “coke” bottle, ukulele 
and pennants carry out the theme. Even 
the chairs were selected with the high school 
spirit in mind—they’re right out of the 
local ice cream parlor. 

At Bloomingdale’s, in New York City, 
Interior Display Director Philip Nogga cre- 
ated a fine series of main floor case treat- 
ments for the fall fashion season. An 
elaborate garland of copper-colored foliage 
was draped over the cases. In the case 
itself a group of red accessories was dis- 
played with a superb touch—the gloved 
hand holding a pocketbook, another gloved 
hand holding a belt and pendant. The hat 
was displayed on a smart piece of wire 
sculpture. The case is glass-enclosed on 
all four sides. 

Lord & Taylor, New York City, redecor- 
ated its entire fashion floor to create a 
series of individualized shops on a _ wide 
fashion aisle. With crisp, clean lines and 
the gleam of bright linoleum and smart 
colors on the walls, this aisle opens upon 
the elevator bank. Several entrances give 
access to the various shops. The center 
column of each entrance carries the shop’s 
identification. Between the entrances glass 
cases display various items, with two man- 
nequins posed on either side and a potted 
plant to add a touch of green. In the center 
of the aisle, three odd-shaped platforms 
hold three mannequins and more green 
foliage. At the far end, in a wall niche, 
two mannequins wearing exquisite evening 
gowns are posed against a light blue wall 
decorated only with a crystal chandelier. 
Edgar Tallman is Lord & Taylor’s interior 
display director. 
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by lids ehring 


Display Designer and Consultant 
New York 


Arrangement: This smart and sophisticated display 
consists of two definite units which are nicely 
tied-in. 


Properties: A blown-up Currier and Ives print is 
shown on an oversized folder which serves as a 
background for the smartly costumed mannequin. 
Mannequins foot leads the eye toward cbpy card 
in the foreground. 


Arrangement: Two definite units make up this girl's 
sportswear window. It is simple yet effective in 
its arrangement. 


Properties: Against a background of an irregularly 
cut snow block is placed a junior mannequin in 
warm winter togs. At her right a display unit con- 
sisting of two square-shaped boards show colorful 
sweaters. The boards are pierced in criss-cross 
fashion by a pair of stages. Copy card is shown 
at lower right of window. 
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Arrangement: This display of festive dress fashions 
consists of three units closely united. The display 
reads in a circular formation. 


Properties: A sculptured figure is surrounded by 
ladies beautifully gowned in the soft countour 
manner — shoulders softly moulded, waist nipped 
in, bosom and hips rounded out. Copy card is 
shown held by one of the mannequins. 


1951 
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COMING UP 


Arrangement: This men's wear window consists of 
three definite units in an interesting arrangement. 
Merchandise is limited. 


Properties: A pecky cypress background is used for 
this display. Against it are shown suit and top- 
coat in a basket-weave pattern. This ties up with 
the basket-ball unit suspended in left background. 
Two ties hang over the basket and a third tie is 
draped over the copy card. Extra ball is shown 
in center foreground. 


Arrangement: Several elements are combined in 
this showing of men's fine foulard ties which are 
neatly and pleasingly arranged. 





Properties: Vividly printed ties are selected for this 
display. An oversized palette, showing dabs of 
color and three brushes, is attached to the back- 
ground. Foulard tie material is suspended from 
the ceiling and draped over to the palette. Half- 
form showing shirt and tie is at left. Large copy 
card is displayed in center foreground. 


Arrangement: This men's ‘Going South" display 
consists of three definite units. Mannequin is 
centered and divides the property and merchandise 





units. 


Properties: Reproductions in picture form of Florida 
landmarks and resorts add interest to this simple 
sportswear display. Sport shirts are displayed on 
a slanting board. Palms add a decorative note 
and create the appropriate atmosphere. Streamer 
running across the front of the window bears the 


copy. 
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Displays 


HOPPING habits of men and women 

differ materially, most of the latter 

gladly devoting as much time as pos- 
sible to visiting different stores to see what 
is on display in merchandise currently hav- 
ing their interest; men, on the contrary, 
usually have less time for window shopping 
and less inclination to pause before a dis- 
play. Hence many astute displaymen stress 
the necessity of telling a masculine sales 
story dramatically and directly so that “he 
that runs may read.” 

Frederick Asmussen, display director of 
The Myer Emporium, Melbourne, Aus- 
tralia, has done this efficiently and deftly in 
the display pictured at the upper left. Sub- 
ject of the display was “Sumgrip” slacks, 
featuring a slide fastener closure. Part of 
the window was masked off with the edges 
of the opening painted to represent the 
two sides of an open fastener, the closing 
mechanism on a proportionate scale and 
placed at the apex of the “V”. Four man- 
nequins stood within the opening and the 
prices of the slacks were listed boldly be- 
low them. At the left five important sell- 
ing points were listed briefly but clearly. 

One of the time-tested methods of simu- 
lating rain in a window display is to stretch 
parallel strings on a slant from the top of 
the window to the bottom, the string either 
being left one color its entire length or with 
sections blacked out here and there to cre- 
ate the impression of broken streamers of 
rain. Clem Kieffer, Jr., The Kleinhans Com- 
pany, Buffalo, used this device in a display 
for “Alligator” rainwear, as pictured, sup- 
plementing it by two jagged lightning bolts 


—Upper left and directly above, by Frederick 

Asmussen, The Myer Emporium, Melbourne, 

Australia . . . Left center, by Clem Kieffer, Jr. 

The Kleinhans Company, Buffalo . . . Left, 

by Hermann Schlipphacke, of the Kaufhof, 
Cologne, Germany— 
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For Men 


of cardboard slashing across the upper left 
section of the display. A cluster of forsy- 
thia and a framed center panel showing a 
happy alligator and the slogan, “Because 

. It’s sure to Rain!” were the only other 
props used. 

A simulated front of a woman's. specialty 
shop, with one fairly large display window 
and one of the shadow-box type, was used 
by Hermann Schlipphacke, of _ Kaufhof, 
Cologne, Germany, for the showing of men’s 
apparel as seen in the third photograph. 
Of imitation stone, the store front was ac- 
curate down to the last detail, even to the 
window displays of lingerie and accessories. 
The natural posing of the five men’s figures 
was especially pleasing, one inspecting the 
window display and at the same time show- 
ing the back detail of his coat, another ob- 
viously being a casual passerby, a top-coated 
mannequin just leaving the shop door, and 
two others standing as if in conversation. 
The lighting of the entire scene was general, 
with a slightly more intense illumination of 
the specialty shop’s windows, again to carry 
out the naturalness of the setting. 

A series of displays was used by Fred- 
erick Asmussen based on the holiday and 
travel theme. One which is illustrated here 
showed the mannequin in sports wear, 
standing on a floor made up of individual 
reed mats, hand-woven and in their natural 
color. In the background was a painted 
scene of bathers, bright sun umbrellas, and 
a sparkling pool to tie in with the card 
copy, “Lazy Lounging on the Lido Terrace.” 
The bottom section of the showcard was 

[Continued on page 72] 


—Directly above, by Harry Kramer, Levy's, 
Nashville . . . Upper right, by Frederick 
Asmussen .. . Right center, by Emery Gregory 
for the Man's Store of Neiman-Marcus, Dallas. 
. . . Right, by Vern W. Davis, Palace Clothing 
Company, Kansas City— 
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—At the immediate right, by Paul C. Smith, 
J. W. Robinson Company . . . Center, by 
Ernest J. Nardini, the Broadway-Crenshaw .. . 
Below, by Paul C. Smith . . . On the next 
page, upper left, by Roland A. Pennoyer, 
Parme e-Dohrmann’s - « « Upper right, by 
Jim Stewart, May Company-Wilshire . . 

Lower left, by Robert E. Rough, May Company- 
Crenshaw . . . Lower right, by Jim Stewart— 
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4% 
| Be ANGELES displaymen have been ‘ ‘fe, Wt tin ant vm tinmee‘e 
using small plain and colored lights " 
which flicker on and off to simulate 
either stars or jewels as the occasion de- =. 
mands in both fashion and other type win- 
dows. These combined with colored spots 
and indirect rear lighting add much to the 
effectiveness of dramatic eye-appeal for 
evening window shoppers. 
5 Ernest J. Nardini, display manager of 
ithe Broadway-Crenshaw, had an attractive 
‘lighting effect in his corner window at Santa 
*Barbara and Crenshaw. A meteor was 
shown sweeping through the dark blue sky 
jwhile dozens of little lighted stars sparkled 
Son and off. The sky-line was done in white 
ichalk against the dark blue backwall, and 
the scene was viewed by a mannequin seated 
on a balcony railing as seen in the second 
photograph. She wore a silver-blue satin 
gow The copy on a large window card 
tread: “Isn’t it lovely . . . it’s out of heaven 
‘to you... New Meteor perfume by Coty.” 
' The green and gold boxes of “Meteor” 
‘perfume and cologne were displayed on two 
»mahogany end-tables on either side of the 
‘balcony scene. Gloves, evening bags and 
‘other accessories were also shown on the 
fend-tables and on the black and white 
‘squared floor. A price card listed the gown 


Colorful Lighting Dramatizes 


at $125. Candles in wall fixtures and cut- 
out lettering reading “Meteor . . . Coty” 
appeared above the mahogany tables. 

Paul Smith, J. W. Robinson Company, 
employed an autumn bride to animate a 
display of silver. Three dozen sterling 
spoons, each in a different pattern, were 
shown on a stand across the foreground of 
the display (first photograph). Platters, 
punch bowls, and chafing dishes were on 
fixtures in back of the spoons with cande- 
labra containing white tapers reaching the 
highest point beneath the wedding bells. A 
scroll read, “Robinson's Sterling Collec- 
tion.” 

Paul Smith used indirect lighting effec- 
tively on pastel towels fanned out to make 
a rainbow centralizing the pinks and salmon 
shades. Plaster pigeons fluttered above the 
area along with a suspended free form 
reading “Martex Horizon Tints.” Folded 
towels were piled on either side of wooden 
standards from which gold wires supported 
toweling and wash cloths in all pastel 
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Los Angeles Displays 


read, “Opening our new linen Shop 
See our fine selection of imported and do- 
mestic linens.” 

Pennoyer displayed silver place sets on 
large purple satin grapes with green and 
gold leaves as seen in the fourth illustra- 


shades. A scroll read, “Lovely Martex in 
Horizon tints.” 

The horizon was also the theme of a book 
window of Smith’s, featuring “High Hori- 
zons,” the story of United Air Lines (not 
illustrated). A model United plane was 
suspended above mountain tops seen through 
a round cut-out opening in the backwall. 
Copies of the book appeared in white wire 
boxes with white cotton clouds floating 
about them. A blue ribbon across the fore- 
ground read, “High Horizons Dare- 
devil flying postman to modern magic car- 
pet.” 

Parmelee-Dohrmann’s display director, 
Roland A. Pennoyer, announced the open- 
ing of the store’s new linen shop on Seventh 
street with a window of linens of every 
color of the rainbow (not shown). Cut-out 
script read “Opening Linen Shop” on a 
mesh form, behind which place-mats dec- 
orated the wall. A few pieces of silver and 
china dramatized the table cloths, napkins, 
and similar merchandise. Another card 


tion. Additional place sets were shown on 
fluorescent pink satin panels, and the floor 
was in a purple violet shade. Gold cut-out 
letters said “Dohrmann’s Silver Club” and 
a card explained, “Dohrmann’s Sterling 
Silver Club... no down payment . . . 33c 
per week per 6 piece place setting . . . im- 
mediate delivery . . . no interest or carrying 
charge.” Mahogany chests of sterling silver 
were shown on lace table cloths. 

Jim Stewart, display director of the May 
Company-Wilshire at Wilshire boulevard 
and Fairfax, used “French Champagne” for 
the theme of a hosiery window. A manne- 
quin wearing an evening gown the color of 
champagne was seated at a sidewalk cafe 
table, holding a champagne glass out of 
which bubbled a pair of champagne colored 


By SALLY SHERRY 


hose. Her evening gown was pulled up 
above her ankle to show the hose in use. 
Pages of a menu read, “French Champagne 

new pale dry colors by Roman 
Stripe.” Two large champagne bottles 
served as displayers for additional pairs of 
hose. To complete the scene a waiter was 
shown bringing in a tray of champagne hose 
and artificial flowers. On either side of 
the setting were gold and black panels. 

R. E. Rough, display director of May 
Company-Crenshaw, had a large wooden 
cutout of a woman wearing a jeweled choker 
and sleeve made of small lights which 
twinkled on and off. Her eye and earring 
were also of glass jewels and she had a 
bunch of artificial flowers in her hand. 
The backwall was in citron yellow and 
the merchandise in “Peridot” green. One 
mannequin wore a skirt and blouse and 
another a swim suit, while a bust form 
showed another blouse and more artificial 
flowers. The card affixed to a board with 

[Continued on page 67] 
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DISPLAY WORLD 


In The Small Store 


NCE again display ideas are presented 

here for the special benefit of the 

smaller merchant who must operate on 
a budget which will not allow for a full-time 
displayman on the staff. 

One of the Number One problems is lack of 
adequate selling area in which to display 
ever-expanding lines of merchandise; with 
this in mind this article is devoted to showing 
how extra, valuable, premium selling space 
can be picked up on top of the average on- 
hand tables or counters. 

(A) This sketch shows a bank of two 
counters set back to back, both 30 inches wide 
by 8 feet long—which makes a total counter 
top selling area of 40 square feet. 

By the addition of an easy-to-build plywood 
riser shown in the small upper detail an extra 
12 square feet of selling area is gained on 
this bank of two tables. 

The main thing to remember in planning to 
install this type of a riser is to be sure to 
build it high enough so that it will not hide 
any of the goods in the rear (A) bins on the 
counter top proper. A good idea is to size 
the riser so that 2 feet of the counter facing 
a main aisle are left flat so that specials can 
be promoted at this important point-of-sale. 

All the measurements listed are to be used 
as a guide; they can be changed to fit local 
conditions and the sizes of on-hand fixtures 
without losing any of the space-saving ideas 
embodied in this article. One asset any mer- 
chant has is a good local sign shop, one 
which can turn out eye-catching signs and cut- 
outs; this sketch shows how an attractive cut- 
out can be used to highlight and spot the par- 
ticular goods displayed on each bank of tables. 

(B) All customers must go to the cash and 
wrap unit in most departments, and for that 
reason this location is one of the best in the 
entire store in which to display a sign or 
showcard telling a brief but effective “clear- 
ance” or “special” story. In some departments 
a small area of the wrap unit can also be 
equipped with a few bins in which the good 
items can be open displayed 

The sketch shows a chrome finish 22 by 
28-inch card-holder with the sign painted on 
both sides of the pieces of wallboard which 
are attached at the top by nailing to a strip 
of 1 by l-inch lumber; this will enable 
slipping the wallboard sign over the top of the 
card-holder as shown in the small lower 
detail. 

(C) This shows another application of the 
riser to gain additional counter top selling 
area plus a feature end-section which can be 
used for a special promotional display of any 
one of the items shown on the particular bank 
of counters. 

The back panel used to hold the large arrow 
sign and sample shirt can be cut out of 44-inch 
plywood or “Masonite,” and it can be held in 
position by two 8-inch metal splicers. 

Note how the item to be feature displayed 
on the panel can be signed with small card 
arrows, each one telling some of the best 
features about the item. 

Check the number of tables or counters you 
have which could easily be equipped with this 
type of riser and the total of extra selling 


area you will be able to gain throughout the 
entire store’ will surprise you—all accom- 
plished without pushing out any walls or mov- 
ing into a higher rent, larger store. 


Flame-Spouting Display 
Used By Toledo Firm 

A display in the window of a downtown 
office building captured public attention in 
Toledo during the local observance of Na- 
tional Fire Prevention Week. 

Pointing out the effectiveness of “Fiberglas” 
products in the prevention of flame spread, 
the display was erected and installed by 
Owens-Corning Fiberglas Corporation, in 
cooperation with the fire prevention commit- 
tee of the Toledo Chamber of Commerce, 
which annually sponsors Toledo participation 
in Fire Prevention Week. 

The display, which caught the attention of 
thousands during the week, featured a “flame 
unit” atop which were the words: “Convince 
yourself that Fiberglas does not burn.” 

On the inside backing of the unit was 
painted a devil’s face. Every time a passer- 
by touched a designated spot on the window 
fronting the display, flame shot from the 
devil’s mouth and enveloped a piece of 
“Fiberglas” Curtain fabric, with no ill effects 
suffered by the material. 

A mystery to many persons seeing the 
display was the method by which the device 
was set in action. Actually, it was a 
thermocouple arrangement that did the job. 
As a»person touched the spot on the window, 
heat “from the hand generated a small electric 
currenffsetting off the reactions which resulted 
in the flatne- -frdm-the-mouth operation. 

Backgrotind of the display showed many 
of the “Fiberglas” products which prevent 
flame spread. Included in the backing was a 
flasher-light arrangement, accenting the 
products and their approval by the Under- 
writers’ Laboratories, Inc., a non-profit organ- 
ization supported by insurance companies. 


Mony Display Applications 
For "Show-Master" Line 

A lighting unit that lends itself to accent 
displays, either by flood or spotlight, in a 
versatile manner is the “Show-Master” by 
Revere Electric Mfg. Company, 6009 Broad- 
way, Chicago 40. It can be had for wall, 
suspended, or flush ceiling mounting as well 
as for portable use, and in a clamp-on type. 

Each unit can be adjusted and will stay 
at any angle; there are no nuts to tighten, 
no set screws or springs. They are de- 
signed for use with R-40 or PAR-38. Ample 
ventilation is provided.in the 6 by 93-inch 
torpedo-shaped reflector, which is finished 
in satin gray enamel. Glass color filters 
can be had for each reflector, and louvres 
are available on order. 


Quarter-Century Mark 
Passed By Grover 

His twenty-fifth year with J. L. Hudson 
Company, Detroit, was recently completed 
by Walter Grover, display manager for the 
basement store. 
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RILLIANTS in a new group of towel 
B colors and in scattered jewels liter- 

ally sparkling with the same hues are 
features of the main showroom of Cannon 
Mills, Inc.. New York City, just redecorated 
by Dana O'Clare, consultant in visual mer- 
chandising and display. 

Working with six new hues aptly called 
‘Cannon Brilliants,” O’Clare has given the 
showrooms the aura of a dramatic rainbow 
by highlighting all the tones for the small 
displays with sprinklings of jewels resem- 
bling colored stardust that lights up the 
charcoal gray backgrounds. 

The main part of the showroom has drap- 
ings of the towelling in all six colors, hung 
like luxurious draperies in a series that runs 
all the way back to the rear wall. Each 
drapery is spaced about 8 feet apart with 
the vertical material that abuts the side wall 
fashioned in cartridge pleats, while the hori- 
zontal swag is looped through a gold circlet 
and tied in place with gold cord. This is the 
gay setting for the salesmen’s desks in con- 
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temporary light wood; it calls the attention 
of all customers to Cannon's new ,colors and 
does an excellent job of silent promotion. 

The visiting buyer has already been intro- 
duced to the fall colors by the smaller displays 
in the foyer, most dramatic of which is the 
central grouping of four flag poles tipped in 
gold and anchored at the base in a central 
pillar painted charcoal gray and scattered with 
brilliants. From each of the four poles hangs 
a simulated flag in one of the featured hues— 
Lightning pink, resembling a peony; Lime- 
light, a pastel tone; Sun gold, the shade of 
sunflowers, and Rocket blue, a deep turquoise. 

Both the charcoal column and the pale 
gray lighted dome over it are aglow with 
scattered brilliants. Base of the display is a 
square with one molding painted charcoal gray 
and serving as the setting for a single row of 
evenly-spaced brilliants. The lower molding 
or bevel is mirror. On each side of the square 
base is a slightly raised small sign reading 
“Cannon Brilliants” in white lettering against 
a charcoal background. 


NOVEMBER, 1951 


At each corner of the base of the display, 
in the center where the draped towelling 
hangs in folds, is a continually revolving semi- 
hemisphere resembling a Juliette cap, com- 
pletely fashioned of small circles of mirror. 
The turning caps compete well with the bright 
colors as an eye-catcher. 

Of the other two small foyer displays per- 
haps the most dramatic is the reproduction 
of forthcoming consumer advertisements of 
towels in the new “Cannon Brilliants.” Set 
deep in a plain charcoal frame that itself is 
fairly deep in a bevelled frame of clear mirror 
edged with gold rope, O’Clare has reproduced 
the advertisement showing towels in four of 
the hues, tightly twisted in a circular knot at 
the center and flaring outward in a soft 
swirled draping at the edges. 

Above this central display, seemingly 
suspended in space, are four large towels 
draped in similar fashion. The secret of their 
flying-carpet-like appearance is that they have 
been coated with “Celastic” on the back to 
make them stiff enough to be supported in the 
air and retain their drape. Again brilliants 
are scattered on the charcoal background 
surrounding the entire display. 

The second foyer display is a shadow-box 
of streamers of all the hues, each marked 
with its color name. As usual the box is in 
a charcoal frame set in a bevel of mirror 
edged with gold cord. Flanking the central 
shadow-box are two small displays of the 
“Countess” and “Duchess” towel lines simply 
draped in front of a background of charcoal 
and mirror. 


—Reproductions of forthcoming Cannon Mills 
advertisements introducing “Cannon Brilliants” 
are dramatized by coating one side of flying 
towels with "Celastic’ so they can be sup- 
ported in mid-air; background is charcoal 
gray and mirror, with jewels scattered on the 
gray ground .. . Left, the central display in 
the showroom; draperies are toweling in four 
of the six featured colors— 
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_..on and off the record 





—The display staff of Casa Tonsa, Buenos, Aires. Seated, —E. W. Oakley, sales manager of Burton's Biscuits, hands a 

Vicente Orts, Antonio Coscia, Pedro Caruso. Standing, Juan check for 100 pounds to W. L. Gibbons, display manager of 

Magnetti, Bert Levi (display director), Jose Rey, Blas Muscio, Allansons, Birkhead, England, for his winning entry in @ con- 

Andres Cucumano, Otorino Dinello, Reinhold Eismann, Lorenzo test sponsored by Burtons. J. Gunter, Allansons' managing 
Masottoli and Jose Rodas (Josesito)— director, is at the right— 


—lIrving Eldridge, assistant 
manager, Visual Merchan- 
dising Group, NRDGA, 
Howard M. Cowee, vice- 
president, W. L. Stens- 
goard & Associates, and 
William Caddelle, display 
director for Allied Stores, 
all of New York City— 


—First prize in the Haggar slacks 

contest is presented to Matt C. Kirch- 

: * ner, S. H. George & Sons, Knoxville. 

rman Alda, chairman for the q He f Left to right, R. A. Jarnagin, president 

Ogden, Utah, fall opening display con- i : ; of the store; Bill Singleton, Haggar 

presents the top award to Jerry "4 Company, Dallas; Matt Kirchner; J. L. 

and Maxine Green, husband-and-wife- ‘ Stout, manager and men's wear buyer, 

display-team for Bennett's Paint Com- i ; ; ond L. E. Farmer, first vice-president 
pany— and merchandise manager— 
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TURN TABLES 


THAT ARE TIME-TESTED 
DEPENDABLE PERFORMERS 


Ruggedly constructed, heat-treated 
steel gearing resists wear indefi- 
nitely under continuous operation. 
Use of spiral gear drive affords 
smooth, effortless transmission of 
power from motor to revolving turn 
table. Reduction gears sealed in 
oil for quietness and efficiency. 


With A.C. 18-watt current consumption 
motor of balanced load capacity of 200 
Ibs.; 12" diameter aluminum enclosure 
and 8 foot heavy duty UL approved cord 
and plug. Shipping weight 15 pounds. 
Speed 3 R.P.M., Overall height 534". 
Electrical contacts for illumination avail- 
able at additional cost. 


Friction drives allows display to be 
stopped purposely or accidently 
without damage to gearing or 
motor. Precision built throughout. 
Finest bali bearing. 


eedeine SOG 


Available in 75 and 500 
Balanced Load Capacity. 
Prices on request. 


Mail Orders Filled Promptly 


Member NADI 


ART R. COHEN CO. 


MODERN DISPLAY EQUIPMENT 
810 PENN AVE., PITTSBURGH 22, PA. 





Nationally known values in quality 
Santa Suits. Choose from: 


Suits, complete with red plush Santa SF -- be 
white plush trim and tipped with wh 

pom; red plush coat with white aw trim 
and white plush rel Sg buckle; also shiny 


black leather-like | 
trimmed with white ee $ 50 
Entire suit sateen lined. 
Made in large size only. 

Complete 

Corduroy Santa 

Suits, Plush Trim om a Plush rye 


$32.75 $10.50 


All Suits priced complete except for hair-wig 
and beard set. 

White Wool Hair-Wig and Beard Set 

Yak Beard and Wig Set 

100% Nylon Beard and Wig Set 


gare NADI 





ae ORT. RF CONE 


810 PENN AVE.. PITTSBURGH 72 PA. 











URDES YOUR DOLL STANDS NOW 


FOR ALL SIZE 
DOLLS 


No. MD6O 
7* te 13” 12° te 23° 


THE BEST STANDS ON THE MARKET 
at the Lowest Prices 

New ice blue enamel finish on base and upright. Adjustable 
height wire clamps finished in rust-resisting “SILVERTEX” plate, 
Substantial round bases. aoa waa 


cnores $1 4° 
DOZEN A CARTON 


ALL om 


ART R. COHEN COMPANY 
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Loveman’ 


JO the 
ceremonies, 


accompaniment of appropriate 
including Mayor Cooper 
Green's cutting of the ribbons sealing 
off the area, the new fashion floor of our 
store was formally opened to the public on 
October 1. Long known as one of the most 
progressive stores in the South, Loveman’s 
now has a fashion floor which ranks with 
the most beautiful to be found anywhere. 
Color, lighting and fixturing are the domi- 
nant characteristics of this new floor, blended 
into a harmonious whole by the designer, 
Adolph Novak, of New York City 


LAY WORLD 


s New Fash 


By JOSEPH APOLINSKY 
Loveman, Joseph & Loeb, Birmingham 


It is an entire section of apparel shops, 
or boutiques, each of which is done in a 
different color combination. Center sections 
are given over to millinery and intimate 
apparel, with the fixtures for this mer- 
chandise kept low in height to provide com- 
plete room visibility for the shopper. 

The first illustration shows a_ general 
view of the room as seen from the elevator 
bank, the front of which is covered in 
aqua shantung paper; the five elevator doors 
have been painted in a matching shade 
of aqua, and the tile in front of the elevators 
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ion Floor 


is in tones of gray to blend with the carpet 
of beige grosgrain and with the ceilings 
and columns in the same tone. 

One of the first impressions the shopper 
gets on entering the fashion floor is that 
of a star-studded ceiling, this coming from 
650 recessed pinpoint sources on 4 by 5-foot 
centers. Display are lighted above 
the general illumination level of the room 
and stand out as islands of light. 

The boutiques are arranged in a semi- 
circle and include a shoe salon, sportswear 
shop, separates shop, Bride’s Room, Fur 
Room, Junior Colony Shop, Designers’ Room, 
coat and suit salon, maternity shop, dress 
department, Silhouette Shop, and robe salon. 

Pictured above is the exterior of the 
Bride’s Room, Designers’ Room and the Fur 
Room, located in the rear-center of the floor. 
Drapes over the entrance are of olive green 
velvet, the walls are gray, and the drapes on 
the windows are of white. All identification 
lettering above the shops is done in dark 
green. 

At the left is seen the interior of the 
lovely Designers’ Room, where the walls 
are green and the ceiling and carpet are 
white. Drapes are of gold brocade, with the 
antiqued, gilt-inlaid furniture covered in 
the same material. A feature of the room 
is the imported crystal chandelier, trimmed 
in copper. 

In the Silhouette Shop the principal colors 
are green and pink. For the fitting ‘section 
of the Bride’s Room the walls are aqua 
and the carpet chartreuse; drapes and 
furniture are in the same colors. 


cases 


—The new fashion floor has boutiques arranged 

in a semi-circle, while low fixtures for millinery 

and lingerie in the center of the room stand 

out like island of light . . . Upper right, ex- 

terior of three of the shops . Left, the 
Designers’ Room— 
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Don't Neglect 
Point-Of-Sale 


(The following is excerpted from an ad- 
dress by Julius R. Teich, Superior Displays, 
Inc., Boston, at the World Advertising Con- 
ference in London. The complete address in 
booklet form is available on request.—Ed.) 

VERY type of advertising is important 

and belongs in the general scheme of 

things. Newspaper, magazine, radio, 
television, point-of-purchase, car card, bill- 
board, and other forms of advertising are 
all essential, and each has its particular 
application. An advertiser, in cooperation 
with his advertising agency, or counsellor, 
determines which particular medium or 
combination of media is to be used to 
accomplish a given objective. However, 
the wise, able and experienced advertiser 
knows that the point-of-purchase must 
always be in the picture because of the fact 
that it is the final and most important link 
in any chain of advertising. It alone 
affords the last possible opportunity to 
clinch the sale, service or idea. 

“Good advertising” alone is not enough. 
All advertising must have a purpose—it 
must try to sell something—either merchan- 
dise, services or ideas. All too often have 
we seen or heard good advertising miss the 
mark entirely because it advertised that 
which wasn’t even available in that par- 
ticular market. Such sheer economic waste 
is to be deplored. 

This past year, a cigar manufacturer in 
the United States appropriated one hundred 


thousand dollars to advertise a brand of | 


cigars, and employed one of the country’s 
leading advertising agencies to handle the 
account. This agency decided to spend the 
entire budget on national magazine adver- 
tising. When the campaign was all over, 
this firm’s business had not improved the 
least bit as a result of this expenditure. 

Why? Because this manufacturer didn’t 
even have national distribution. The brand 
of cigars under consideration was available 
in certain key markets only. With that type 
of distribution set-up, the decision to use 
national magazine advertising exclusively 
was a bad one. Worse still was the eco- 
nomic waste involved, as well as the black 
eye which advertising as’ a profession suf- 
fered with this particular organization from 
top management down to the salesmen in 
the territory. 

The president of this concern stated that 
subsequent to this fiasco he employed the 
services of a much smaller agency. These 
new people spent some time at the plant 
studying the manufacturing of cigars, they 
then worked with salesmen in the field in 
order to learn, from actual experience, the 
problems at the wholesale, retail, and con- 
sumer levels. The new advertising agency 
soon realized that long before these cigars 
should be advertised in commissionable 
media, a merchandising and display job 
would first have to be done at the retail 
level. After this was accomplished, it was 
decided to use newspapers, spot radio and 
television in those markets where the cigars 
were available for sale. This “grass roots” 

[Continued on page 58) 
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IMPORTANT NOTICE 


ON DECORATIVE DISPLAY LIGHTING UNITS 


Noel Manufacturing Company—manufacturers and originators 
of Noel Blinker*Lites—announce the addition of two NEW 
lighting units—NOEL SPARK-LITES and NOEL GLO-LITES. 


NOEL GLO-LITES 


@ Miniature lites operating without transformer. 
e@ AC or DC. Constant individual lighting. 
@ If some bulbs go out the rest remain lit. 


NOEL SPARK-LITES 


Each lite blinks on and off independently. 
Transformer type unit —- flasher built 
inside the bulb. Spark-Lite bulbs are 
LARGER than miniature bulbs used in 
the Blinker*Lites units. 


SPARK-LITE BULBS 


Enable you to convert your steady burn- 
ing Twinkle-Lites set to a blinking type. 


NOEL BLINKER‘LITES 


The original miniature lighting unit where Actual 


each light blinks on and off independently. me 

Noel Blinker*Lites are equipped with the 

tiniest commercial miniature bulbs. If one 

or more bulbs burn out or loosen up the 

rest continue to blink. Bulbs are readily 

obtainable at your local hardware or radio 

store—at low cost. The permanent wired in flasher is separate 
from the bulb—when a bulb burns out, only the bulb itself has 
to be replaced—resulting in low cost maintenance. 


120 VOLT BLINKER*LITE STREAMERS 


NO TRANSFORMERS. AC or DC current. Each lite blinks 
on and off independently. If some bulbs burn out or loosen 
up—rest continue to blink. For candelabra or standard Christ- 
mas tree lites. 


JUST RELEASED — New Price List. 
Write for your copy NOW! 


Jobber Inquiries Invited 


4 NOEL a Manufacturing Co., Inc. 


1675 N. THIRD AVENUE, NEW YORK 28, N. Y. 


“Trade Mark & Patent Pending in U.S. A. and Canada 
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SKYROCKET YOUR FABRIC SALES 





WITH DAINES 


TREMENDOUS 
Th . DISPLAYERS \_ SAVINGS IN) 





FLOOR SPACE 


STOCK-KEEPING 
TIME 


MARKDOWNS 
SALES TIME 


NO. 100A — ROLLED GOODS UNIT NO. 200 — BOLTED COTTONS UNIT 
6 GATES, 8 ROLLS PER GATE NO. 250— BOLTED RAYONS UNIT 
32” x 60” x 52” HIGH DISPLAYS APPROXIMATELY 80 TO 
CAPACITY 48 ROLLS 110 AVERAGE SIZED BOLTS. 
32” x 60” x 52” HIGH WHEN LOADED 
(Shown at right without fabric) 


BOLTED WOOL ROLLED CORDUROY 
35 BOLTS 24 ROLLS 


YOU ARE CORDIALLY INVITED ” * | 
TO INSPECT THESE UNITS Pwo) j Fag) -¢ 20 MODELS TO SOLVE 
AT OUR SHOWROOM, LOCATED [if ai mm | | ALL YOUR 


ONLY 3 BLOCKS FROM THE ' ‘ 
PROBLEMS 


HOTEL NEW YORKER FLOOR SPACE FLOOR SPACE FLOOR SPACE 
ONLY 27” x 60” ONLY 32” x 44” ONLY 32” x 60” 


Representatives 


inc. 
MANUFACTURERS AND DISTRIBUTORS OF BASIC STORE FIXTURES 
OFFICES & SHOWROOM: 350 WEST 31st STREET * NEW YORK 1, N.Y. © LOngacre 4-8440 
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he Question Of Training 
or Displaymen 

As reported in an American trade paper, 

group of several hundred European dis- 
blaymen meeting in London for a display 
onvention October 16 were told by a 
prominent English displayman that good 
nen in this profession are born, not made, 
nd that “Initial training is not necessary.” 

The account stated: “Display work is a 
imple job if you are gifted for it and iif 
hot you had better get into another line of 
ork He likened display work to art, 
nusic, or the theatre. 

“*Theory counts for little in display,’ he 
tated. ‘A displayman can develop through 
xperience and observation, but he must 
Driginally have the gift. Initial training is 
not necessary.” 

Part of this statement is so contrary to 
the general thinking on modern display 
education that one wonders if the speech 
was reported accurately, or if the subject is 
regarded from a completely different angle 
in England. 

To say that display is “simple” 
hardly accurate, for actually it is 
the most complex jobs in retailing. In what 
other division of the store is it necessary 
to know color, lighting, maintenance, em- 
ployee relations, selling, electricity, mechan- 
ics, the community, public psychology, mer- 
chandise — and as many other subjects? 
Where else is it necessary to create an idea 
which will appeal to the store’s customers 
and then see that the translated 
into something three-dimensional which 
will sell a message or a product, to mention 
only one phase of display work? Not even 
the advertising department has to do so, 
for the physical production of the finished 
advertisement is handled elsewhere. 

What the speaker probably meant to say 


seems 
one of 


idea is 
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is that display is easier for the person who 
has aptitude for many of the things that go 
to make up display — a liking for fine 
merchandise, a sense of the dramatic, a 
feeling for color and lighting effects, the 
ability to convey store policy to the public. 

Stronger issue can be taken with the 
statement that theory counts for little in 
display and particularly with the comment 
that initial training is not necessary. 

This is disproved every day by well known 
American displaymen who have _ found 
through practical experience that theory 
and observation through doing go hand in 
hand where the newcomer to display is 
concerned — not to mention display schools 
both here and abroad where theory is first 
taught and then given actual application in 
classroom work. 

Some time ago a number of leading 
American displaymen were queried as to 
what theoretical training they would like to 
have possessed by applicants for a job in 
their department. Almost all of them listed 
a knowledge of stage design, art, lighting, 
mechanics and a broad general intelligence 
— all subjects stemming from theory. Each 
wanted people with initial training in these 
subjects (which figure so prominently in 
display), and each had his own method 
whereby display neophytes in the department 
were given a consistent training course in 
the elements of display, with progressively 
more important responsibilities. 

To say that no initial display training is 
necessary for the “born” displayman is to 
indicate a willingness on the part of the 
speaker to hire some inexperienced indi- 
vidual whom he feels intuitively will make 
good, put him to work in the department, 
and wait several years while he learns by 
doing and develops into a full-fledged dis- 
playman. The same person with a_back- 
ground of display theory and initial train- 
ing would undoubtedly make the same pro- 
gress in a fraction of the time. 

The thought advanced by the English 
speaker is sadly in contrast to the practice 
in some countries Switzerland, for ex- 
ample — where an apprenticeship of several 
years devoted to theory and initial training 
is necessary before a man is certified as a 
qualified displayman. We hope that his 
listeners did not take him too seriously, or 
that he was misquoted. 

Jacome's Opens 
New Store 

When it opened the doors of its new 
building in September, Jacome’s became 
one of the largest department stores in 
Southern Arizona. 

With 40,500 square feet of floor area the 
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new building has three times the selling 
space of Jacome’s old store. It provides 
three full floors of merchandise displays, 
two stories above ground and a lower floor. 
The store is approximately 100 feet wide 
and 145 feet deep, with major entrances on 
two streets. Windows running the full 
length of the front and side constitute one 
of the longest display areas in that part of 
Arizona. The store has no windows other 
than those used for display. 

Jacome’s spent $50,000 to light its new 
store. In Tucson, which is famous for its 
brilliant sunshine, a person leaving the 
street and entering a building with average 
lighting is apt to feel temporarily blinded 
by the sudden contrast. Jacome’s has elimi- 
nated this with an impressive lighting sys- 
tem of fluorescent floodlighting and incan- 
descent spotlighting throughout the store, 
controlled from two main panels. 

Although entirely modern in design and 
conception, Jacome’s new store incorpor- 
ates some of the warm and practical aspects 
of early Southwestern buildings. Its ex- 
terior is rose brick, with tile arches above 
solid glass doors at the entrance. A 6-foot 
permanent canopy, finished with enameled 
steel facing, projects over the sidewalks 
from a point just above the display windows 
to provide shade for window shoppers. 

Terry Atkinson, Tucson architect, de- 
signed the building and worked with Jim 
Vance, Jacome’s display manager, and Jules 
Masse, chief designer of the Grand Rapids 
Store Equipment Company, on the interior 
layouts. The store is said to be the first in 
the nation to be completely equipped with 
“Flexures,” a type of fixture which permits 
unusual flexibility in merchandise displays. 
Everything in the store is functional and 
modern, and all the merchandise is easily 
accessible to the shopper. 

About 75 per cent of the store is selling 
area. The basic idea was to get most of 
the merchandise out where people can han- 
dle it, so that they can shop with ease and 
choose from big selections. 

The functional modernity of Jacome’s, 
however, has been adapted to the spirit of 
the Southwest, and the store contains all 
the colors of an Arizona sunset with a rain- 
bow thrown in for good measure. On the 
first floor alone are such varied hues as 
turquoise, cocoa, cactus green, terra cotta, 
lime yellow, robin’s egg blue, dusty rose, 
gray-green, Wedgewood blue and charcoal 
black. 

Jacome’s follows the national trend to 
color and was lucky enough to find a reg- 
ional theme embracing the desert-toned hues 
of the colorful Southwest. The theme is 
extended by decorative plaques on display 
fixtures and upholstery fabrics on chairs 
throughout the store. 

Through the years Jacome’s has kept pace 
with trends in merchandising, advertising 
and display, recognizing progressiveness in 
these fields as essential to profitable retail- 
ing. 


OPS Relaxes Rule 
On Some Items 

The Office of Price Stabilization has 
placed into effect Amendment 3 to GPR 5, 
whereby a number of items produced by 
artificial plant manufacturers and related 
firms for display purposes are exempted 
from price control. 
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“SOUTH PACIFIC.” Modern man has never explained the brooding, mystic heads which command 
the grassy slopes of Easter Island. We have combined these heads with the wildly colorful ritual 
paddles made by the primitive natives of New Guinea. There is a current trend in design toward 
the powerful, simple motifs of the South Pacific. This group captures the ageless lure of the island 
area, dramatizing the travel theme and suggesting romance and mystery. 


Made of fibre-backed composition on wood frames. The rocklike surface of 
the heads and the weathered texture of the paddles has been beautifully 
simulated. 


No. 11512P — RITUAL PADDLES — 6’ high to 7’ 2” high 
No. 11513P — EASTER ISLAND IDOLS — 3’ 

No. 11514P — EASTER ISLAND IDOLS — 57” 

No. 11515P — EASTER ISLAND IDOLS — 7’ 2” 























We are pleased to announce that our Spring Line will be ready in our showrooms December Ist. The 
presentation will be as exciting and well executed as our July Market Week, and will feature Southern Wear 
—White Sales—Valentine—Spring and Easter promotions. 


A visit to Chicago to see State Street Christmas windows and our showrooms is time well spent. 


ILVEST II Uh 


1147 W. OHIO STREET CHICAGO 22, ILL. 
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SELL MORE WITH NEW 
MANNEQUIN WIGS 


Style 1302 


Out with your old fashioned, faded 
wigs which aren't doing a selling 
job! Get new, fresh, and appeal- 
ing Vari-Shape Wigs. They'll pep 
up your mannequin displays . . . 
catch attention . . . and help sell 
merchandise for you. 


No Measurements Needed! 


ALSO — A COMPLETE SERVICE FOR 


J oe @ cs 
Mannequin Refinishing 
Anything fixed from a broken hand to 


complete repair and refinishing of man- 
nequins. 











Send for Circular 


ERZBERG-ROBBINS, Inc. 


57 West Broadway, New York 12, N. Y. 
OSS SRM SSSOSSSSSS2S2882868, 


Gentlemen: 


Please send me your latest circular on manne- 
quin wigs and repairs. 


Store Name 
Address 
City 
Attention 


Y STUDY 
WINDOW DISPLAY 
AT HOME 


Easy Home Study course showing 

how to do every phase of window 

display work. Merchants, display 

men, women and beginners will 

find this course the finest of its 

kind. School founded in 1905. 
Employers: Free to you— 
Names of our Graduates. 

Write for literature. 


THE KOESTER SCHOOL 


3710-12 N. Cicero Ave., Chicago 41,111. 
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United Nations Theme 
Used For Float 

The_L. §. Donaldson Company’s float for 
the 1951 Aquatennial, Minneapolis, used a 
United Nations theme. Principal colors were 
white and gold, with the exception of the 
Uncle Sam hat and flags. 

The float itself was 58 feet long, 13 feet 
wide, 13 feet 8 inches high and was equipped 
with a 6,000-watt light plant. A United 
Nations flag and small flags of different 
countries were set around a white globe 
that was 3 feet in diameter. The platform 
was white with gold seats for the girls, 
backed by army, navy, Marine and Air 
Force insignia cutouts. Seven American 
flags were placed behind the last seat. 
Six girls, all from Donaldson's, rode on the 
float. 

Two parades were held for the Aquaten- 
nial. In addition, ten noon-day shows were 
held on the Donaldson marquee with lead- 
ing Minneapolis radio announcers as mas- 
ters of ceremony. The shows consisted of 
bands from neighboring communities, drum 
majorettes, and quartettes. The store also 
sponsored a luncheon for visiting “queens” 
from other states, including Miss Florida, 
Miss Canada, and Miss Washington. 


"Gold" Water Heaters 
Used For Displays 

Adapting a new production record to a 
point-of-sale display for increasing dealer 
profits in a “touchdown sales drive” fall 
activity, Hotpoint, Inc. is shipping dealers 
gold-painted “one-millionth” electric water 
heaters, together with a complete kit of 
merchandising materials. 

The special models come in 30- and 
52-gallon sizes and can be sold and installed 
in a customer's home without any modifica- 
tions after they have been used for dis- 
play purposes. The baked gold paint finish 
is as durable and permanent as the white. 
A background'for window or floor displays 
calls attention to the appliance as the “heart 
of your home,” while the heater itself carries 
a banner with the message, “proved depend- 
ability, 1,000,000th Hotpoint electric water 
heater.” A flasher lights a heart-shaped 
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picture of an electric kitchen and laundry. 

The display was designed for use with 
automatic dishwashers, automatic washing 
machines, electric ranges, and other appli- 
ances to stress the need for an adequate 
supply of hot water in a complete kitchen 
or home laundry. 


Black Light Use Explained 
In Lawter Literature 

Special literature has been prepared by 
Lawter Chemicals, Inc., 3550 Touhy avenue, 
Chicago 45, explaining in detail the use 
of black light units and fluorescent colors. 

The material points out that no special 
talent is required in using this “new dimen- 
sion in color” for display and explains in 
detail how to go about the construction 
of black light displays. Copies of the litera- 
ture will be sent on request, and the com- 
pany also will answer any questions rela- 
tive to special applications. 


Cromwell Heads Display 
For Davison's 

Replacing Dudley Pope, who resigned in 
order to become visual merchandising man- 
ager for Rich’s, Cogswell Cromwell has 
joined Davison-Paxon Company, Atlanta, 
as display director. 

For some time Cromwell had operated a 
free-lance display and advertising service 
in Miami, prior to which he was with a 
Cleveland firm. He was display director 
for H. & S. Pogue Company, Cincinnati, 
for several years, and before that was in a 
similar position with J. N. Adam & Co., 
Buffalo. 


COMING UPI 
Christmas Seal Sale 
Campaign... 
Thanksgiving Day. 
Golden Rule Week 
United Nations Human Rights 
Day 
Bill of ; 
Pan American Aviation Day 
Christmas Day... 
New Year’s Day 


Nov. 19-Dec. 25 
Nov. 22 
Dec. 2-9 


... Dec. 10 
...Dec. 15 
.. Dec. 17 
Dec. 25 
Jan. 1 





D ember d 


.. marks the opening of Dot’s big All-American Show 

in which Mary Brosnan’s new Action Mannequin (pictured) 
is only one of a group of startling innovations 

you must see. The Display trend for 1952 is accurately 
foreshadowed by Durabelle, the indestructible Plastic Mannequin, 
by new forms, new true-tested Plastic Displayers 

and new Celastic exclusives. And once again we maintain 
undisputed sway over the Land of Whimsy 

with-our showing of Pacific Promotions’ latest eccentricities. 
Prepare to have your senses captivated 

by our All-American Show, ready Dec. Ist. 


0, 4 
DC W4brss hue, 498 Seventh Avenue, New York 18 » Dot Williams, president 


MARY BROSNAN MANNEQUINS 








PERFECT BACKGROUND 
FOR SEASONAL OR 
PROMOTIONAL DISPLAYS 





These colorful photo-scenic reproductions are 
being used with outstanding success everywhere 
. » » for seasonal or promotional display. The 
fine rayon crepe may be cleaned and stored 
and used again and again. 


s Per bbs “a 
li = ory = te 
ORDER DIRECT OR 
FROM YOUR JOBBER 


SNOW SCENE No. 2—Cool Ice Blue IMMEDIATE DELIVERY 


4 panels $44 
14 Different Scenes for Every Season SEND FOR COMPLETE CATALOG 


DECORATIVE DISPLAYS, 57-57 Gard street, Maspeth, L 1, N.Y. 
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Spell Out Greater 


PROFITS 


WITH COLORFUL BARRON 
MOLDED STYRENE LETTERS 
eee 
BARRON MOLDED STYRENE LETTERS 
5 sizes: 1", 1/2", 2", 3", 4" 


ST ar: 


RED, GREEN, OR BLACK 
(1" also in yellow and blue—figures in silver) 
eee 


For Department Identification 








3-inch or 4-inch letters permanently bonded to 
plastic panel make exceptionally legible and 
distinctive departmental signs. Panels easily 
adapted to light-box installation. 

eee 
Semi-Permanent Special Window Lettering 





These three-dimensional red, green or black let- 
ters can be firmly adhered to outside of window | 
but can be removed when desired and re-used. | 


eee 
Special Display Effects 


Glue them to showcards or displays or in per- 
Easy to apply — | 


manent locations on fixtures. 
only 3 seconds required per character! The 


green and red letters are ideal for the holiday | 


season! Ask your sign supply dealer, or write us. 


J.E. BARRON & ASSOCIATES | 


110 Power Bidg., Cincinnati 2, Ohio 
(Or your sign or display supplier) 
Desirable Jobber Territories Open. 











Write for details. | 
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“Youth Centre” 


ECENTLY completed at Milne & 
Choyce, Ltd., Auckland, New Zealand, 


was a “Youth Centre” which has greatly 
increased sales on merchandise suitable for 
such a classification. 

Prior to the new arrangement the various 
juvenile sections of the store were located on 
several of the company’s seven floors. With 
the advent of the “Youth Centre” everything 
for boys and girls from the cradle to college 
is contained on one floor. 

Consisting of 10,000 square feet of floor 
space, “Youth Centre” offers maximum cus- 


tomer convenience with visual merchandising 
to make inspection and selection as easy as 
possible. Included in the section is a children’s 
barbershop with displays of goldfish to attract 
the child’s interest during haircuts. A photo- 


—A display fixture bordering the boys’ shoe 
section is seen above, while part of the girls’ 
shoe department is seen below; the latter 
features pegged squares for displaying foot- 
wear, and mirrors underneath the seats for 
in inspecting the shoes; 
the department has a scarlet louvered ceiling— 








SCORES AGAIN! 


COLLOID TREATED FABRIC IN Cc ANNON’'S - 
FLOATING TOWEL j 
DISPLAY 


Creating an entirely new and effective 
application of “Celastic” to the display 
of actual merchandise. These Floating 
Towels produced a sensational result in 
the New York showrooms of Cannon Mills. 
Just another use of versatile “Celastic” . . . 


HERE'S THE 
I I 
DIP IT! DRAPE IT! oaTiNG TOWEL! 


SHAPE IT! CAST IT! Step seven, finished! Ready. 


You are missing the greatest display op- to be suspended on fine t 
portunity if you are not using “Celastic”. or wires from ceiling to 
Order a trial supply today and you'll be plete your exciting floating 
amazed too, at the wonderful display units Cannon Brilliants towel 

you can produce. play! 


. HERE'S HOW 


e 
oe 
<< 





STEP ONE . . . Measure off enough "Celastic’ for towel STEP TWO . . . Smooth towel on to glued surface mak- STEP THREE . . . Trim “'Celastic’ from edges a glued 
from roll of No. 45 medium weight "Celastic’. With ing sure towel adheres over entire area. Let dry. towel. 
large brush a coat one side with thinned ad- 


hesive, preferably Resyn adhesive No. 3146 (add water 
to thin adhesive) available from National Starch Prod- 


ucts, 270 Madison Avenue, New York 16, New York. 


.«» Tak ! brush and coat back of STEP FIVE . . . Fold “Celastic’’ towel into four pleats STEP SIX . . . Place opposite end of towel over an 

sed ben towel with “Celastic’” Softener No. 25. Thor- and “pinwheel” one end. yap Fee _ _—— —_— peer _ “= 

i in to shape. it is setting ripple lowel for desir pe. se 

oughly saturate. Immediately begin to shape odin teks te tha te tbandie bad ee 
dry thoroughly. 


\ WRITE TODAY FOR DETAILED LITERATURE . . . IT'S A DISPLAY MUST! Packed in 25-yd and 50-yd. rolls 


NATIONAL DISTRIBUTORS — U.S.A. AND CANADA 
. DISPLAY AND ALLIED INDUSTRIES 
@ 
en alters imc. 125 WEST 26TH STREET, NEW YORK CITY 1 
*Trade mark of The Celastic Corp. 
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graph studio specializing in children’s por- 

traiture is a part of the department, also. 
Some 62 colors were us:d in the decor of 

the arrangement. Lighting is fluorescent. 


A spokesman for the store comments: 
“Praise has been heaped upon us for intro- 
ducing this new era of retailing to New Zea- 
land . . . Our greatly increased sales in 
children’s wear have more than justified the 
design policy. Please excuse us if we sound 
a trifle enthusiastic and indeed proud of our 
‘Youth Centre’ but as our new floor is the 
introduction in ‘Down Under’ of your own 
country’s method of retail selling we have been 
thrilled with the immediate and very favorable 
response by the public of Auckland.” 


Haggar Announces Winners 
in $1,500 Contest 


Awarding of $1,500 in U. S. Defense 
Bonds to 19 prize winners climaxed the 
window display contest of the Haggar Com- 
pany, Dallas, one of the highlights of the 
firm’s twenty-fifth anniversary promotional 
and advertising campaign. 

Matt C. Kirchner, S. H. George & Sons, 
Knoxville, was first prize winner—$500— 
and George Allen, Castner-Knott Company, 
Nashville, took second place and $250. 

Other prize winners were: $100 each, 
Walter B. Ducker, Magee’s, Lincoln, Neb.; 
Harry Kisling, Walter Smith Store, Fresno, 
Calif., and G. C. Bowen, Lytton’s, Chicago; 
$50 each, Paul E. Earley, May Brothers, 
Bartlesville, Okla.; C. E. Batchelor, New- 
man’s, Enid, Okla.; Jack Eveler, Hagan 
Clothing Company, Mexico, Mo., and E. J. 
Jordan, Jr., Goldstein’s, Murfreesboro, Tenn. 
The following won $25 each: Robert H. Wil- 
liamson, Nash Clothing Company, Winona, 
Minn.; C. Guy Kornegay, Zindler's, Hous- 
ton; M. H. Toalson, Ed. V. Williams Cloth- 
ing Company, Springfield, Mo.; Whitney B. 
Buras, Meyer's, Gretna, La.; Al Galewski, 
Levy Brothers, Elizabeth, N. J.; Victor 
Levy, Chandler’s, Pomona, Calif.; J. M. 
‘Kent, Petway-Reavis Company, Nashville; 
Lewis Ed May, Herborth’s, Kirksville, Mo.; 





Edward R. Flohr, Kimball Clothing Com- 
any, Kimball, Neb., and Samuel J. Rubin, 
Robert’s Men’s Store, Philadelphia. 


Smith Leaves Boyd's 
For Display Firm 

Harvey L. Smith has joined General Dis- 
play Products Company, St. Louis, as sales 
manager. He had been assistant display 
manager for Boyd's, of the same city, for 
the past five years. 


Barham Resigns 
Sales Position 

John T. Barham has resigned as New 
York salesman for the L. J. Charrot Com- 
pany, New York City. 


Contest To Mark 
Crochet Week 


Cash prizes totaling $1,500 will be offered 
displaymen in a national contest to be held 
during National Crochet Week, January 
16-26. Details will be announced later by 
the National Needlecraft Bureau, 385 Fifth 
avenue, New York City. 


Your New York BUYING GUIDE 


Acrylite Plastics, Inc. Victor Haida Displays, Inc. 
1545 Pi nt . TR 8-7403 | '49 West 24th St. CH 3-3540 


DES! MANUF. 
FINEST IN DISPLAY FIXTURES an Sounene reteyiiny ale 


Plastic —- Wood — Metal Largest Showroom in the Country 





Allied Display Materials, ge David Hamberger, Inc. 
65 Madison Ave. U 5-6487 | 115 West 3st St. PE 6-0464 


NOVELTIES, ARTIFICIAL anaes & MANUFACTURERS OF DISPLAYS 
For Windows and Interior Store Display Backgrounds, lee 





Arts & Flowers Displays, Inc. A. Lutz 
43 West Séth St. Cl 7-6848 | 3 West (8th St. CH 2-6264 


ARTIFICIAL FLOWERS and FOLIAGE REED AND RATTAN DISPLAYS 
Display Novelties and Accessories Display Units, Frames, Screens, Novelties, Fixtures 





Bliss Display Corp. Maharam Fabric Corp. 
460 W. 34th St. " BR 9-5750 | '30 West 46th St. LU 2-3500 


DISP FABRICS & ACCESSORI 
DISPLAY PROMOTIONS ? dl gag 115 S. cog - 


Display Settings, Novelties, Animated Displays Los Angeles 1113 S. Los Angeles 





Bois Smith Studios Messmore & Damon, Inc. 
228 West 39th St. LA 4-4492 1461 Park Ave. TR 6-3530 


WINDOW & INTERIOR DISPLAYS, MECHANICAL DISPLAYS eo 
ARTIFICIAL FLOWERS Papier Mache, Industrial Exhibits and Dioramas 





Bonafide Display and Decorative Co. |... ,.,,, Natural Creations, Inc. 


ibis nonin moe FOLIAGE NOVELTIES, 
ARTIFICIAL FLOWERS and FOLIAGE DISPLAY DECORATIONS 
Original Crections for Better Displays Creative Displays — "It's a Natural” 





L. J. Chorrot Co. Thomas Pace Co., Inc. 
36 West 27th St. WI 7-1687 | 506 West Broadway GRomercy 7-0778 


ARTIFICIAL FLOWERS & XMAS TREES 
ARTIFICIAL FLOWERS Sidiesthee Shokas teas 


Display Units, Novelties and Decorations Sell to Jobbers Only 





Colonial Decorative Display Co., Inc. Result Displays, Inc. 
70 West 40th St. WI 7-0230 | 350 West 3ist St. LO 4-8440 


ARTIFICIAL FLOWERS PLASTIC TRAYS AND HANGERS 
Decorative Display Units, Novelties and Decorations A quality product priced right 





Decorative Creation & Nat Siegel, Inc. 
13 West = “ppg _— er etvee | 2? Woot 37% &. ses WI 7.8485 
ARTIFICIAL FLOWERS, DISPLAY ae 


DECORATIONS ee 
Bert Greenbaum Werner Leburg Distinctive Display Fixtures and Novelties 





Decorative Plant Corp. D. G. Williams, Inc. 
136 West 24th St. WA 4-4405 | 498 Seventh Ave. LA 4-4069 


ARTIFICIAL FLOWERS MANNEQUINS & DISPLAY FIXTURES 
Display Settings, Novelties, Units Display Novelties and Equipment 





The Display Equipment Corp. " Ben Walters, Inc. 
147 West 37th St. BR 9-8450 125 West 26th St. AL 5-2308 
Manufacturers and Distributors of Exclusive DIP IT! DRAPE IT! 
CORONET & WINDSOR *Trade markotf SMAPE IT! CAST IT! 
MANNEQUINS Celastic Corp. See it demonstrated 








Frankel Associates, Inc. Nee 
218 West 47th St. Cl 7-0060 SAVE TIME — DO YOUR 


DISPLAY FABRICS & ACCESSORIES DISPLAY BUYING IN 


127 N. Dearborn St., Chica 
424 Book Bldg., Detroit; 819 Santee St., Les Angeles NEW YORK 


It’s Always MARKET WEEK in New Vork 

















'PS ALWAYS MARKET WEEK IN NEW YORK 


Spring and Easter 
MARKET WEEK 


When you come to New 
York for Market Week you 
should plan to see the dis- 
- play lines of the companies 
listed at the left, who are 
ready to serve you with 
quality display products. 
Discuss your display prob- 
lems with them and get the 
benefit of their vast display 


experience. . “a - 
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DISPLAY WORLD 











ROOMS 711: 712 
HOTEL NEW YORKER 


NADI MARKET WEEK 
DEC. 9 THRU 12TH 


ART.R. COHEN CO. 


810 PENN AVENUE PITTSBURGH, PENNA. 


MR. ART R. COHEN, exclusive Korrect-Way distributor 

















rrow Display sociales 
of Philadelphia 


Invite 


The Arrow Distributors and their customers 


to an 


EXCLUSIVE SHOWING AND PREVIEW OF 
AMERICA'S MOST BEAUTIFUL LINE OF 
MEN'S AND WOMEN'S FIXTURES 


ROOM 623 


Hotel New Yorker 
DECEMBER 9-13 
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DON'T NEGLECT 
POINT-OF-SALE 


(Continued from page 47) 


type of approach to the problem is now be- 
ginning to pay off. The manufacturer is 
not only recouping his previous loss, but 
is actually showing some steady and healthy 
progress. 

There is the case on record of a small 
pharmaceutical manufacturer of high repute 
who has an excellent shampoo formula and 
enjoys some fine business on this product 
in his own few retail outlets. This firm 
decided to extend its distribution to other 
retail drug stores in the territory, and to 
advertise the shampoo. An _ advertising 
agency was called in. Long before the 
distribution job of the product was com- 
pleted, this agency had spent the $40,000 
appropriation on newspaper and _ street-car 
card advertising—both of which media are 
commissionable. Now $40,000 to this small 
local advertiser. is like $400,000 to the 
average national advertiser. This concern 
is of the opinion that its $40,000 campaign 
was a complete waste of time and money. 

The management dropped the advertising 
agency, and is now struggling in a small 
way to build up distribution. Present plans 
call for a sound merchandising job, with 
every retailer who stocks the shampoo, by 
means of window, interior, counter and 
showcase displays. Other media of adver- 
tising will be used only after this basic job 
is accomplished. Last reports indicate that 
the company is already enjoying some nice 
business as a result of this sound policy. 

We have yet to find anyone, anywhere, 
to dare say that point-of-purchase adver- 
tising is unnecessary, of no value, or not 
to be employed. And yet, quite often, it is 
either left out or not accorded its important 
position in an advertising campaign. This 
condition goes on largely because those who 
are engaged in advertising think only in 
terms of commissionable media. The time 
has come for advertising people to interest 
themselves in the complete picture, regard- 
less of commissions. When someone is en- 
trusted with the expenditure of an adver- 
tising budget, the important thing is to find 
out first if the point-of-purchase has been 
included. If it hasn’t been provided for, it 
is incumbent upon those responsible for the 
success of the “ad-venture” to tell the 
“Truth to the Advertiser.” Tell the client 
that unless the campaign is linked strongly 
to the retail and consumer levels, with 
proper display in windows and inside of 
stores, its full potential will not be realized. 

Such unselfishness will pay off hand- 
somely in the long run. It is largely be- 
cause of this lack of vision, that sales and 
advertising departments often clash. When 
no budget is provided for activity at the 
point-of-purchase and it develops that there 
is the possibility of the entire campaign 
falling apart, it may be too late unless the 
sales department can dig up a_ separate 
budget with which to do an advertising job 
at the retail level. It is for this reason that 
many national advertisers have set up 
separate “sales promotion” departments so 
as to be sure to do a job at the point-of- 
purchase. The fact is that activity at this 
level is as much advertising as any other 
possible medium and should be part of all 

[Continued on page 70] 
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See Displays... and sales...come to life 


A new addition to the relatively limited 
number of books dealing with display is with 


“International Window Display”, edited by 
Walter Herdeg and published by Pellegrini 
& Cudahy, 41 East 50th street, New York 
City 22, at $12.50 per copy. The book con- 
tains nearly 300 pages and is replete with 


illustrations of displays from many coun- 
tries, including the United States, France, 
Italy, Great Britain and Switzerland. Sev- 
. eral of the illustrations are in full color. 
The text is in English, French and German. 

Probably the best commentary on the new 
book, from the standpoint of its value to 
the displayman, is a statement from the 
publishers: “It is a treasury of ideas and | 
inspiration, and an indispensable reference 
for all concerned with display.” This is | 
no over-statement, for there are ideas a- 
plenty to be found for the showing of many 
diverse kinds of merchandise. 





No attempt is made by the editor, who is | 
connected with a Swiss publishing firm 
which issue the magazine “Graphis”, to 
go into the techniques involved in display 
production and he explains this in the fore- 
word as follows: 

“This account naturally seeks to do jus- 
tice . . . . to the common features which | 
characterize the work and problems of the : 
display widen in whatever oe His job z In the show room of Silvestri Art Mfg. Co., Inc., display man- 
is always poised between business and art, | ufacturers in Chicago, Amplex Swivelites have brought extra 
between the direct and practical object of | lighting efficiency and dollar savings. 
selling and the aspirations of the artist, | 


two contraries which have to be reconciled | DISPLAY MATERIAL ... just like other Spots and Floods 


and for which he must seek and find an 





acceptable synthesis. merchandise . . . looks better and sells faster > 
“Fortunately no generally valid rules can when effectively highlighted. And for really 


be laid down for the solution of the problem i ‘ a a > Street Lighting and 
thus posed, and for this reason the present ak eER economical accent lighting there's Traffic Signal Lamps 
volume can not pretend or attempt to give | nothing like Amplex Swivelites. 

any sort of practical instruction. Its pur- | Swivelites are smart and modern in de- «J 
pose is instead to provide a comprehensive | ‘ " 4 Coleen 
account of the field of window display while | sign... - made of aluminum with a perma- ies See 
observing a certain minimum standard of | nent satin finish. Their airflow ventilation 
quality. The main aim has been to com- prolongs lamp life. Their special double- at 
pile, from the unlimited mass of material, | re ; P ae P 

a handbook of suggestions and ideas cover- ball swivel gives instant, positive, fingertip “Hi-Hat” Recessed 
ing the present position of window display control. Every basic unit in their construc- Fixtures 
and pointing new lines of advance for the | tion is interchangeable with every other... D 


future.” | ‘ . ‘ jf . 
The book separates the displays from | arranging nw lighting effects is quick, ~~ Hi-Bay Reflector Lamps 
various countries into sections, each with a | and inexpensive. 
foreword describing the nature of that For today’s outstanding buy, send for the D 
country’s display and why it is handled as whole Amplex story! Just write Amplex 
it 1s. | 5 § Outdoor 
Among American displaymen whose work Corporation, Dept. B-11, 111 Water St., Weatherproof Lamps 
is represented are Gene Moore, Bonwit Brooklyn 1, New York. 
Teller, New York City; John A. Rosenberg, WW %) 
Abraham & Straus, Brooklyn; Jim Buckley, Be sure to see the Amplex Display 
Saks-Fifth Avenue, — 3everly Hills, Calif. ; NADI December Market Week — Industrial Infra-Red 
Joe Sjursen, Frederick & Nelson, Seattle; Lomps 
Del Le Sage, The Crescent, Spokane; Susie Room 624 — Hotel New Yorker 
Hammersley, Ransohoff's, Inc., San Fran- 
cisco; Curt Wright, The Fashion, Houston; 
Claude Gardner, Wallach’s, New York City; 
Winston Jones, Franklin Simon & Co., New 
York City; Henry Callahan, Lord & Taylor, 
New York City; Clement Bradley, Carson 
Pirie Scott & Co., Chicago; Adrian Dels- 
man, Famous-Barr Company, St. Louis: 
Elaine McAllister, Bloomingdale's, New 
York City; Martine Kane, Helena Rubin- ome ‘2 cae re ne dt Hae 
stein, New York City; Harold C. Martins, fa oe eg anand Vaciion end Rough ee Se (pening Hi ee 
for Lentheric, New York City, and John Traffic Signal Lamps, Incandescent Lamps, Fluorescent Tubes, Display Accessories. 
Grassi, Elizabeth Arden, New York City. 


























WAT SHEGEL, Inc. 


A MUST ON YOUR NEXT TRIP... 
BE SURE TO VISIT US AT OUR 
SHOWROOM AND YOU WILL BE AMAZED. 


Featuring THE LAMINATED PAPER MASHE 
CONSTRUCTION WITH AN EXCLUSIVE 
PLASTIC COATED FINISH WHICH PREVENTS 
CHIPPING, PEELING AND CRACKING. 


OF COURSE THE PRICE 
WILL FIT ANY BUDGET 


Styled and sculptured by 
La] BERTO 
Internationally known ortist 


39 West 37th Street 
New York 18, N.Y 
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BULLOCK'S-WESTWOOD 
[Continued from page 25] 


rooms and at the same time suggest suitable 
decorative treatments to the shopper. A floor 
of Vermont greenstone and walls of bleached 
redwood provide an al fresco background for 
the display of patio furniture and barbecue 
equipment. Bordering the furniture section 
are the individual home shops, including 
lamps, housewares and appliances, the bath 
and sleep shops, floor-coverings, draperies and 
curtains, and the boudoir shop, each inde- 
pendently designed to express the personality 
of the specific merchandise on sale. 

Turning right at the Weyburn entrance, 
patrons will find themselves in the children’s 
store, chronologically arranged in a series of 
smaller sections that together meet all the 
clothing needs of growing children from in- 
fancy to the pre-teen age. A mural by Eva 
Dickstein and a hand-blocked hanging by 
Micky Boehm carry out the spirited decorative 
scheme of the section which is reflected even 
in the fixtures, designed in the shape of out- 
size pre-school toys and other interesting 
forms. In the adjacent toy section, for ex- 
ample, the central fixture is a “trompe l'oeil” 
ascension balloon, poised for flight with a 
cargo of stuffed animals and dolls. A large 
display window in the toy section makes the 
entire department visible to shoppers entering 
the store by the garage entrance, which is 
given front-door importance by the use of 
greenstone flooring, lavish planting and an 
imposing mint-stone wall that is continued 
into the store itself. As at the other principal 
entrances to the store, the effect is to make 
the transition from outside to indoors so 
subtle and gradual as to be almost imper- 
ceptible. 


—Above, sculptured sea forms make up the 
mural. The cases are of curly maple with 
brass frames, lined with lacquered tapa shell. 
Floors are of inlaid rubber tile . . . Below, 
the yarn section on the middle level— 


WA 
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The southwest wing of the Weyburn level 
is devoted to the men’s store and adjoining 
boys’ shop, with its own entrance off the street 
and the masculine atmosphere of the section 
accented by natural wood panelling, brick 
flooring, and a 100-foot mural by Ben 
Mayer. Also on the lower level are the ship- 
ping and receiving facilities and, on the east 
side, the employees’ entrance and locker rooms. 
Mechanical equipment and other service facili- 
ties are located in a basement beneath the 
west wing. 

The middle level of Bullock’s-Westwood has 
its main entrance from Le Conte, with the 
entire facade of heat- and glare-resistant glass. 
The doors open directly onto the main 
accessories aisle, the walls of which are 
decorated with an intaglio mural of undersea 
fossil forms, foliage and shells, designed and 
executed by Salvatore Pietro. East of this 
central artery are the better coat and suit 
department, the Weyburn Room where walls 
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frees your imagination: ! 


UPSON “Easy-Curve” Board permits you 
to make abstract shapes and columns of 
any size; curves of almost any radius. 


No need to limit yourself to pre-formed shapes! No need 
to restrict your originality! Not when you can use 
UPSON ‘“Easy-Curve” Board! A light and yet excep- 
tionally rugged and strong fibre board! Has same wonder- 
ful painting surface as Upson Strong-Bilt Panels! One coat 
of oil, tempra or lacquer covers beautifully. What’s more, 
you'll find Upson Easy-Curve board more reasonable in 
cost than pre-formed shapes. Panels come 4 ft. wide x 8 
ft. high, approximately 14" thick. Other Upson Panels are 
available in %.", approximately 34” and 14” thicknesses. 
Mail the coupon for detailed information! 


EASY-CURVE 
BOARD 











Builds columns of 
amazing strength! 





THE UPSON COMPANY 


61911 Upson Point, Lockport, New York 


Send me detailed information on Upson Easy- 
Curve Board. 





NAME 


NAME OF FIRM. 





STREET 








cry. 
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of combed plaster and antiqued mirrors 
provide a suitably elegant background for the 
display of high fashion dresses, coats and 
suits, and a circular salon devoted to evening 
ensembles and furs, with walls of Honduras 
mahogany, columns of tessellated Venetian 
glass, and a brass chandelier suspended from 
the high blue dome. West of the accessories 
| aisle are the Collegienne Shops, including 
| dresses, suits, coats and sportswear, oriented 
/ to be as close as possible to the nearby 
U.C.L.A. campus. 
The other principal entrance to the middle 
St. Valentine's Day setup for spot level is from the parking area on the roof ot 
with high male traffic. Easily created the garage, with the doors opening directly 
with sturdy Masonite Hardboards. | onto the toiletries aisle. Like the accessories 
aisle, which it crosses at right angles near 
the escalators, the walls are in intaglio relief, 
designed by Annette Honeywell and executed 
from by Salvatore Pietro, with two soaring stone 
pylons at the western terminus — bearing 
fan % h i Pods] abstract iron sculptures by Bernard Rosenthal. 
North of this aisle are the millinery and shoe 
ied sections, incorporating hosiery and_ related 
accessories. Among the interesting decorative 
details here are the east wall of staggered 


eS fu i | hal |< = i vert.cal clapboards and the white pyramid 








rubber matting which sheathes the columns. 
Beyond the pylons at the end of the aisle are 
the elevators, with a facing of Italian traver- 
Realistic setting for your furniture and tine marble, and the stationery and greeting 
rug window. Background built quickly and —— _| | card department. 
at low cost with Masonite Hardboards. | Immediately to’ the left of the parking 
| entrance is the large sportswear section, visible 
from the parking lot through an enormous 
| glass wall. Here a casual, outdoor atmosphere 
| is suggested by continuing the exterior flag- 
stone wall inside and by the use of brick, oak 
panelling, and striated plaster, as well as 
fluorescent lighting to simulate natural day- 
light. Beyond it, off the south side of the 
toiletries aisle, is the intimate apparel section, 
with its mirrors hung with specially loomed 
gauze curtains, and the “Ring,” which fea 
tures popular priced merchandise. Off the 
Ring and separated from the other depart 
ments is the maternity shop. 




















Design your own ledge and counter 
units for small items. Help you 

carry a seasonal theme through many 
related departments. 





The north half of the west wing is divided 


you build better displays faster among the yardage section, notions and sew 


ing accessories, and the yarn shop with its 
e ASONITE HARDBOARDS | adjoining informal class-room for group and 
with Mi | individual instruction. To the south is the 
elaborately appointed beauty salon, with more 
than a dozen individual hair-styling rooms as 
well as a large open area for styling, drying 
and manicuring, and a sound-proofed section 
While you're planning your displays for these promotions, for facial and body massage, with private 
bear in mind Sa many advantages of working with Masonite | dressing-rooms. The laminated plastic screens 
Hardboards. Actually, you’d think these versatile materials | at the entrance to the beauty salon and the 
were invented specially for the display field . . . they do so | unusual planting boxes with decorative pebble 
many jobs so well. impressions were executed by Emile Norman. 
Masonite Hardboards are strong and rigid, yet you can bend | The rest of the upper level is devoted to the 
them for interesting effects. They’ re made of wood, yet have no | alteration rooms and general offices. The 
grain or knots. Their smooth, even surfaces take all kinds of windows of these departments, which are 
finishes and hold them! Can be repainted, too. Work them with visible from Weyburn, are screened by 
hand or power tools; they'll never crack, split or splinter. And adjustable louvers of beige porcelain enamel 
you have a choice of 19 different types and thicknesses. to conform with the color scheme and archi- 
tectural style of the Weyburn facade. 

On the upper level is the Lotus tea-room, 
seating more than 350, with its own parking 
area reached by a ramp from Le Conte. A 

® | three-panel mural in oils and 22-karat gold- 

MASON ITE | leaf, executed by Annette Honeywell, makes 
possible the conversion of the west end of the 

COR PO RATION dining area into a private banquet room, with 
the tropical decorative motif repeated in the 


BOX 777, CHICAGO 90, ILLINOIS basket-weave carpet, the table accessories (all 


Mosonite” signifies that Masonite Corporation is the source of the product 





What's on the docket for February? Furniture and rugs? Dra- 
peries and domestics? And fashions for the family, as usual? 


a ea Re OO ES MH) “St 


oe eR display men look on Masonite Hardboards as 
indispensable aids to their craft. Sold through building mate- 
rial dealers everywhere. 
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Open for Business In Our New Home 


Marshal E. Moody proudly announces the opening of 

modern new showrooms at 1104-1106 Jackson street, Dallas. 

We are now featuring thousands of Christmas and holiday | - 

decorations and displays designed to help you create the Fi _| Pai A 

gift-buying spirit in your stores. You are cordially invited Ww 

to visit our new showrooms or to write us regarding lyour pe “A il op f 

requirements. id a " 1} a 

am fi th % 

We have that decoration you may 1 fi 
have forgotten until the last minute! 


GLASS CHRISTMAS BALLS 


16 mm.—2 gross in carton $3.25 gross 
20 mm.—2 gross in carton 3.50 gross 
25 mm.—lI gross in carton 3.75 gross 
30 mm.—g gross in carton 4.95 gross 
40 mm.—4 dozen in carton 6.95 gross 
50 mm.—3 dozen in carton 9.75 gross 
60 mm—2% inches 12.00 gross Artist's sketch of new showroom and warehouse — 50’ wide x 
75 mm.—2% inches 18.00 gross 200' deep; three floors, balcony and basement. Located 
within two blocks of all bus stations for fast shipment. Your 
All sizes available in silver, gold, red, green, blue, cerise, order will orrive overnight if you ore within 300 miles. 


chartreuse, aqua and pink. 





Glass Bead Chains—61/ mm. x 9 ft. $ 5.95 doz. 
Glass Bead Chains—I2 mm. x 9 ft. $12.50 doz. 
Frostee Sno Blocks—1I5" x 22" x 6” $ 3.00 block 
12 blocks, $3.00 each; 24 blocks, $2.75 each. 
Styrofoam Slabs—I" and 2" thick— 
1"'x 12" x36", $1.08 slab; 2" x 12" x 36", $2.15 slab; 
2" x 20" x 72", $10.70 sheet. 


Artificial flowers can be made to your specifications in any 
design or color. 


Also for immediate delivery: Velour papers, foil paper 
(plain and embossed), metal crepe, jewel cloth, panels 
and panoramas, expanded base metal, foil garlands, me- 
tallics, 3-inch diameter tinsel, corrugated papers of all 
kinds, ribbons, turntables, Hollywood snow, and literally 
thousands of other display items. It will pay you to visit 
our showrooms now, or let us know what you need. We 
serve the entire country. 





IMPORTANT NOTICE! 


Early in 1952 we will celebrate our 22nd anniversary with 
wonderful bargains never before offered in the display field. 
Please send your request for our catalog on your company 
letterhead. 


The most complete line of MODERN DISPLAY EQUIPMENT MARS HAL c. | MOODY 


in the South! 1104-06 Jackson Street Dallas 2, Texas 
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SOME PRESTIGE STORES WHO SAW THE LIGHT 
CHANGED FROM REFLECTOR-TYPE LAMPS 


» MIROFLECTOR?® = ar'tss‘cos: 


E. © Cuts display-lighting costs nearly 90% 
‘5 © Uses Ordinary Household Bulb! 

©@ Reflector Never Needs Replacing! 

© Brighter, Whiter Light! 

© Consumes '/; Less Eelectric Current! 

@ Fits any Bullet, Hi-Hat or Open Socket! 


irofleetor ., YN. GENERAL moTORS BUILDING 


THE BRIGHTEST IDEA IN LIGHTING Wad SOS, ee Sa. BX 








Fm pencious® 
1] AGE CREAM 


in mouth watering 


APPETITE APPEAL 
Sparkling, glowing, full color photo 


TRANSPARENCIES 


Ad-Color Transparencies fit any cabinet 


Large selection from which to choose 


Never Before! New color splendor and fidelity with true to life depth so 
beautifully natural customers want to take a bite! Achieved through 
electronic controls that give you Low costs that are eye-openers! Every 
picture on FULL COLOR FILM. Nor printed. 

Show Your Own Trade Mark, Container or Wrap. We custom-make trans- 
parencies where prestige and product identification is desired. No extra 
charge for this service when ordering 350 or more Transparencies. 

A Proven Sales Builder —Ad-Color Transparencies now reach a new high 
in fine quality to help you sell. A 400% increase in gallonage was 
recorded recently by a Western concern using Ad-Color photos. Write 
for samples and prices. 








AD-COLOR CORP. 6505S. Arroyo Parkway, Pasadena 1, California 
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custom-designed by Miss Honeywell) and the 
specially woven blinds on the glass walls. 
Dominating the center of the tea-room is a 
circular pool, surmounted by a graceful bridge 
over which the models pass during the daily 
fashion showings. 

Bullock’s- Westwood is completely air-condi- 
tioned. Ceilings are of vermiculite acoustic 
plaster, with sprayed asbestos in the account- 
ing and alteration departments. Incandescent, 
fluorescent and neon lighting, occasionally in 
combination, is used throughout the store. 
Floor surfaces include koroseal, rubber tile, 
carpet, brick, greenstone, and linoleum. Among 
the rare woods employed are redwood burl, 
Oriental walnut, Honduras mahogany, curly 
maple, cedar, teak, rosewood (Brazilian and 
East Indian), birdseye maple, primavera, 
cherry, vertical-grained fir, English oak, 
bubinga, zebra wood, tulip, paldao, and 
avedoire. 

Display at the new store will be under 
the direction of Philip Cady. 


NRDGA To Sponsor Contest 
For January Convention 

The 41st convention of the National Retail 
Dry Goods Association will be held at the 
Hotel Statler, New York City, January 7-10. 
To honor outstanding window and interior 
displays by NRDGA member stores a dis- 
play contest will be held in connection with 
the convention, and winning displays will 
be shown in photograph form during the 
meeting. 

Two photographs may be entered in each 
of a number of merchandise and service 
categories and awards will be the same in 
each of three classifications: Up to five 
million dollar volume, from five to fifteen 
million, and over fifteen million. Entries 
should be sent to Irving C. Eldredge, in 
care of the NRDGA at 100 West 3lst street. 
New York City 1 before December 10 
Suitable certificates will be presented to 
winning stores. 


Meyer Heads Display 
For Glasgow Store 

Charles Roderick Meyer is now display 
manager for Woodhouse D. & F. Stores, 
Glasgow, Scotland. Meyer was educated 
at Buxton college and also received train- 
ing at the School of Art, Manchester, Eng- 
land. After three years with the American 
army in Germany he was associated in a 
display capacity with Leask’s, Santa Cruz, 
Calif., and with Younker’s, Des Moines. 
But 22 years of age, Meyer is the youngest 
chain store display manager his present 
affiliation has ever had. 
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Join the HUNDREDS who have entered 


DISPLAY WORLD'S 


SECOND ANNUAL INTERNATIONAL 


DISPLAY CONTEST 


The success of the 1950 contest is best indicated by the more than 

2,500 entries which were received from all over the world.. We are 

confident that the recognition of the world’s finest display skill 

afforded by this contest will have a definite influence in obtaining 

more attention to the importance of dispiay in retail merchandising. 

This Second International Display Contest — with 309 awards — 

will continue to prove an incentive to still better display throughout 

the world and to reward outstanding displaymen with tangible 

evidence of their ability. It is our belief that this recognition of 

meritorious work will benefit the entire profession, and we view it 

as ane of our reardegg to the field we serve. All displaymen are 

invited to partici ere are no restrictions. 

Top awards will ag beautiful gold, silver and bronze Plaques, and Of DISPLAY ve Y WORLD 
soos will be gold, silver and bronze medals presented in each of 98 [4 1 Vi 
classifications covering every type of merchandise. In addition, a Y WORLD 

gold medal will be awarded each month for the best display entered ANY 

in the contest during that month. Thus there will be a total of ~ AWARD ve 


309 awards. SG Ye yA fraer 





Every displayman, no matter where, is invited to participate in this saa gi 
contest. There are no strings attached, no entry blanks, no slogan- > poe 
writing; nothing is required but good displays. Read the rules care- f 

fully and get your entries started today . . . and keep them coming. 

The more entries submitted, the better your chances for interna- 

tional recognition. 


CLASSIFICATIONS 


Yard goods. 68. Florist dispaly. 

Notions. 69. Photographic equipment. 

cieens, bedding. 70. Optical goods. 

urniture. 71. Exhibit booth. tries displays installed during year 
House furnishings ” Exhibit display. . ae . the 
‘aints. 73. Institutional display. means more 

China, glassware. 74. Civic display. ' : aS _ a gad 
Silverware. 75. Christmas interior. 
Toys. 76. Christmas facade and 


Women's and Misses eve- 
ning wear. 

Women's dresses. 
Women's sportswear. 


Women's coats, suits. 





Furs. 

Bridal display 

Lingerie. 

Millinery. 

Women's footwear. 

. Women's hosiery. 
Handbags, umbrellas. 

. Women's gloves. 

Jewelry. 

. Women's handkerchiefs. 

. Corsets, surgical garments. 
Women's bathing suits rugs. 
. Cosmetics, perfumes, etc. Tobacco, smoking 
Children's apparel. equipment. 
Children’s footwear Groceries. 
Children’s hosiery, 
Infant's wear. 
Men's clothing. 
Men's shirts. 
Men's neckwear. 
Men’s hats. 

Men's shoes. 
Men's socks. 
Men's underwear. 
Men's swim suits. 


Men's sportswear. 


marquee. 
- Christmas window display. 


oats. 
P ecutnc ee ame 9 - 
. cards, machine-lettered. -* 
Seeks, Showcards, hand-lettered. . All entries become the property of DISPLAY WORLD. 
Stationery. Banks and other service . All entries must My sent to Contest Editor, DISPLAY 
Greeting cards. institution display. Cincinnati 1 
Travel display. 
Animated display, interior. 
Animated bp od apes 
ee ae 
Valentine Day lew. 
Easter display. 
Mother's = 


Luggage. 

Athiete equipment. 
Musical instruments. 
Radios, television sets 
Gift novelties. 


BSISSSASHESHSASSSLER 
iJ 
8=S383 


Candy. 
Liauvor, other bottied goods. 
Retrigoretors 


yond equipment. 
Lamps. te amt Bw bey display. 
Electric and gas appliances Thanksgiving Day display 
Vacuum cleaners. Style setting 

Kitchen equipment. Interior * “shops”, a as 
Garden tools and “Town & Cou Country", 
equipment. get", etc. 

Men's toiletries. Hardware. National advertiser's display. 
Men's robes. . Automobile showrooms. National advertiser's display 
Men's evening wear. 67. Automobile accessories unit. 

Men's gloves. and equipment. 98. Miscellaneous. 


medal award will 
Mail Your Entries to Contest Editor , ts oniead @ hs: Gegioaee Comer ae ees 


DISPLAY WORLD, cincinnati, 


REERERERAESES 


ai pinto at 
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Miroflex 


That Bends” 


DISPLAY GLAMOUR 


Sparkling Miroflex covers any surface .. . 
FLAT or CURVED. Use it for dramatic 
display effects in a hundred different ways. 
Consists of small cut mirrors firmly ad- 
hered to a strong cloth backing, available 
in numerous colors. Installation is quick, 
simple and low in cost. Miroflex cleans 
easily with a damp cloth. Use it for 
indows, ledges, col cases and spe- 
cial exhibits. Write today for samples 
and prices. 


MIROFLEX 
PRODUCTS CO., INC. 


(*Pat. U.S.A.) 
878 BROADWAY, NEW YORK CITY 3 




















INTERCHANGEABLE leltiem lag Ns 


disloticil 


Price your displays with “Aristocrat”, 
the all-metal interchangeable pricing 
numerals. They 


Reflect Quality 
Compel Attention 


anni 
These neat and attractive “Aristocrat” 
price markers are easily read and can 
be changed at a moment’s notice. 
\4-¥s-% and 1 inch heights. Either 
bright chrome, jet black or frosted sil- 
ver finish. 
Adopted by the most exclusive shops 
as their standard pricing system. (160 
pieces to the set.) 

Write today for Price List and 

Illustrations. 
MANUFACTURED BY 


Combination Products Co. 


64-74 West 23rd St., New York 10, N. Y. 


weer ™d 
Select Dealers and Salesmen Wanted 
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New Morehouse-Fashion 
Opens In Columbus 

Pictured above is one of the opening 
window displays with which the new More- 
house-Fashion store made its bow in Colum- 
bus, Ohio. Display director for the store is 
Don Earle, who worked very closely with 
Ferdinand Sesti, Allied Stores Corporation 
store designer, in the remodeling of the 
building so that every possible high traffic 
area was utilized to the fullest advantage 
for displaying merchandise. 

The store is a combination of the More- 
house-Martens and the Fashion Company, 
the amalgamation increasing the display 
operation of the new store by more than 
200 per cent. Management of the store 
believes that display can be credited with a 
very substantial part of the opening day's 
business, which was greatly beyond ex- 
pectations. 

Five days before the formal opening, 
Earle’s staff was augmented by several of 
his fellow displaymen from nearby Allied 
stores, such as Rollman’s, Cincinnati, 
Polsky’s, Akron, and Sterling-Lindner-Davis, 
Cleveland. 


1951 Poster Annual 
Is Released 

Posters from all over the world are illus- 
trated in copious quantities in the Inter- 
national Poster Annual for 1951, published 
by Pellegrini & Cudahy, 41 East 50th street, 
New York City 22, at $10 a copy. The 
book contains nearly 200 pages. 

Posters on all sorts of subjects are in- 
cluded, some of them in color. Card writers 
in particular will find the book of service 
as an idea source. 


Pugh Adds To Duties 
At Edwards, Atlanta 

In addition to his duties as advertising 
and sales promotion manager for Edwards 
Shoe Stores, Inc., Atlanta, Richard K. Pugh 
will serve as buyer for bags and hosiery 
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for the company and its subsidiaries, Del- 
son Shoes and Edwards Footwear. Pugh 
for many years held various display posi- 
tions throughout the South until joining 
Edwards. 


Paul Marinell Joins 
L. A. Darling 

Paul Marinell has joined the L. A. Dar- 
ling Company, Bronson, Mich., as a member 
of the sales staff. He will work out of 
the New York City office, serving chain 
store headquarters in that vicinity. Mari- 
nell has been successfully engaged in the 
display fixture business, calling on chains, 
for more than five years. Being a capable 
fixture designer as well as salesman makes 
him doubly valuable in developing new 
ideas and solving the individual problems 
of his customers. 
Beverly Hills Store 
Adds To Staff 

Two new members of the display staff 
of W. & J. Sloane, Beverly Hills, Calif., 
have been announced. They are Jack Fi- 
field, formerly of the Kansas City Antique 
Dealers Association, and Jim Jackle, who 
had resided in St. Louis. T. W. Floers 
is display director of the store. 
Leave Of Absence 
For O'Keefe 

L. Carl O'Keefe, vice-president of the 
L. A. Darling Company and manager of the 
New York City office of the firm, is on 
leave of absence due to illness. 


Blake Heads Display 
For Detroit Firm 

Following the resignation of Betty Moore, 
William Blake has joined Dupler’s, Detroit, 
as display manager. He had been with 
J. C. Penney Company and The May Com- 
pany. 
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LOS ANGELES DISPLAYS 
[Continued from page 39) 
jewel headed tacks read, “May Company 
Presents Peridot Green.” The wooden pro- 
file of the woman was spotlighted. 
When “Space Patrol” outfits first came 
out they were made primarily for little 


boys, but now May Company-Wilshire is | 


showing them for little girls also in win- 


dows backed by giant television sets de- | 
signed by Jim Stewart. The little girls | 
were grouped around a large screen with a 
gold frame and gold knobs, as seen in the | 


final photo. A scene from “Space Patrol” 
appeared on the screen. The card read, 
“Smokin’ Rockets! Look! Outfits inspired 
by T.V. Space Patrol.” 

The following are not illustrated: 

“Sheer Glamour” was shown by Robert 
Rough in a stunning black and white win- 
dow with a large golden spider in a web 
of white string and cotton mesh. The 


frame was black, decorated with black and | 


gold leaves. Two mannequins wore black 
and white outfits. A free-form of the cotton 
mesh was cut out and suspended from the 


floor to support the words “Sheer Glamour” | 


in black script. 


Rough used two authentic Egyptian wall | 
hangings framed in black to introduce 
“Potentate Colors” of red and green. Two | 


mannequins were wearing dresses of the 


shades found in the Egyptian pictures — one | 
in red and the other in green. A_ cut-out | 
Egyptian head was lettered vertically, “Po- | 
tentate Colors ... Gown Salon... Second | 


Floor.” Accessories appeared beside the 
cutout. 


Walt Disney's “Alice in Wonderland” in- 


spired Jim Stewart's “Alice Through the 
Looking Glass” window featuring Indian 
Head cotton for little girls. The manne 
quin representing Alice was looking at her- 
self in the mirror and holding yards of the 
fabric which was draped around the frame 
of the glass. A card mounted on a plastic 
holder said, “Every Girl’s dream . . . to be 
dressed like Alice . . . in Indian Head 
Cotton.” Pictures of Disney's “Alice” ap- 
peared in the folds of the yardage, which 
was in various pastel colors. 


Garrison-Wagner Releases 
96-Page Catalogue 

An elaborate catalogue, in color and 
containing 96 pages, has been issued by 
the Garrison-Wagner Company, 2018 Wash- 


ington avenue, St. Louis 3, and will be | 
sent on request. It is devoted to Christmas | 
displays and includes items ranging from 


decorations, artificial flowers, special papers, 


creche figures of giant size, lighting sets, | 


plaques, background scenes and panels to 
giant canes. 


Glass Takes Over 
Mangel's Display 

Succeeding Whitfield Morton, who has 
joined Interstate Department Stores as re- 
ported elsewhere in this issue, Edward T. 
Glass is now display director for Mangel 
Stores, Inc., New York City. He had been 
with the firm as display manager for one of 
the chain’s stores and as a district display 
manager; more recently he had operated a 
display studio in the Southwest. 
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Put color in your displays! 
Spark sales with 


LUSTRA COLORBEAMS 


THERE'S ALWAYS special attraction and universal appeal in 
color. All eyes are drawn to it. And it's been proven over 
and over that the sparkling radiance of Lustra Colorbeams 
is the finishing touch to displays . . . wins extra interest and 
sparks up sales! 


In Lustra Colorbeams, the color is an integral, permanent 
part of the glass itself and cannot fade, chip, crack or flake. 
Besides that, their sealed-in reflector linings are pure silver 
and permanently brilliant. 


Premium-built to slash replacements, Lustra Colorbeams 
come in a full range of wattages and sizes, in all desired 
colors: Blue-violet, turquoise blue; medium royal blue; Nile 
green; straw; canary; golden amber; amber orange, old 

rose; surprise pink; magenta red. 


For best results and service savings get 
full information about Lustra Colorbeams. 
Just write or call Lustra Corporation, Dept. 
N-11, 36 Washington Street, Brooklyn 1, 
New York. 


AMERICA’S DATED LAMPS 


Double-Duty Reflector Lamps, incandescent Lamps, Fluorescent Tubes, Spot- 
lites and Floodlites, Rugged Duty Lamps, Fluorescent Fixtures and Starters. 

















GDM FLEXI-TURN 
World's Most Flexible 
Turntable for TV 


JUST LOOK AT THESE 
FEATURES! 


@ Can be set for any speed from | to 20 
RPM 

@ Can be run clockwise or counterclock- 
wise 

@ Instantly reversible 

@ By remote control can start, accelerate, 
reverse, oscillate, deaccelerate, stop on 
dime 

@ Speed can be doubled or halved .. . 
with flick of a switch 

@ Carries up to 200 pounds, centered, on 
18" dise 

@ Cost—$250. Delivery 4 to 6 weeks 


GALE DOROTHEA 
Elmhurst, Long Island, N. Y. 

















You are cordially invited 
to visit the 


HAMBERGER 
SHOWROOM 


during 


Spring Market 
Week 


New York City 
December 9-13 
Where you will see the finest in Spring 


display decorations that will enable you 
to do a better job for your store. 


As always, we are looking forward to 
meeting our many friends on this 


occasion. " 
DAVID HAMBERGER, Inc. 


Display Decorations 
115 W. 3ist St., New York City | 
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Service Awards Made 
To Darling Employees 

Fifty-one employees of the L. A. Darling 
Company, Bronson, Mich., were presented 
with pins and watches at the firm’s annual 
service banquet this year. Gold pins were 
awarded for ten years with the company, 
diamond-studded pins for 25 years, and 
watches for 30 years service. The firm, 
which is 39 years old and has more than 
900 employees, has 147 persons with more 
than ten years service and 43 with more 
than 20 years. 

In the photograph is seen Trowbridge H. 
Stanley, president of the firm, thanking his 
co-workers for their loyalty and contribu- 
tion to the successful history of Darling. 

“Managerial cooperation and understand- 
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ing of employees’ problems are key factors 
leading to good employee relations,” he 
stated. “Our company has an excellent 
labor record,” 

Company executives, left to right, are: 
R. T. Archbold, executive vice-president; 
R. W. Stocker, assistant secretary and 
treasurer; Stanley; C. J. Devere, vice-presi- 
dent in charge of sales, and Max Holbrook, 
manager of the Wood Division. 


Macaluso Recuperates 
After Illness 


A. Macaluso, sales representative for 
Cook & Meier, Inc., Chicago, is recuperating 
in Three Lakes, Wis., after five weeks in 
the hospital. 





—'"Fruit of the Loom" is using this mass merchandising display to enhance the showing of 


some of the firm's merchandise in department stores. 


Made by Arrow Display Associates, 


Philadelphia, the unit is shipped knocked down in a flat carton and can be assembled in a 


few minutes. 


The top sign and cross-divider sections are of "Masonite Duolux", a tough, 


smooth-on-both-sides hardboard which in this instance was painted a neutral tan finish— 
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National Needlecraft Bureau 
Offers $3,500 In Prizes 

Two display contests are to be held by 
the National Needlecraft Bureau, Inc., 385 
Fifth avenue, New York City 16, in con- 
nection with National Crochet Week and 
National Sew and Save Week. 

The former will be held January 19-26 
and will provide $1,500 in awards for the 
best displays. Promotion kits containing 
dramatic display material will be furnished 
by the Bureau on request; the kits also 
contain full details about the contest. 

A total of $2,000 will be awarded for 
winning displays in Sew and Save week 
promotions. There are four contest classi- 
fications. A kit similar to that described 
above is available from the Bureau. 


Madisonia Announces 
Two Appointments 

Irwin Rhodes, head of Madisonia Mani- 
kins, Inc., 164 West 25th street, New York 
City 1, announces two appointments for the 
company’s midwest division. Norman Groff- 
man has been promoted to manager of the 
Chicago factory at 11 South Des Plaines 
street. Formerly he was art director. 
William Spillner has been named midwest 
sales manager for the mannequin repair 
firm. After his discharge as sergeant from 
the army in 1946 he joined Fashion Display 
Company and in 1949 went with Amer- 
ican Decorative Flower Company as a 
salesman. He wiil make his headquarters 
at Madisonia’s Chicago plant. 


Gene Turner's Display 
Wins Local Contest 

Top honors in a display contest promoted 
in Atlanta for the benefit of the Community 
Chest drive were awarded to the window 
of Gene Turner, George Muse Clothing 
Company. Second went to Gordon Miller, 
Rich’s,and Frank Williams, Franklin Simon 
& Co., placed third. Judges were executives 
of the Atlanta Art Institute and Atlanta Art 
Association. 


Gay Apparel Names 
Ruby Boylan 

Gay Apparel Corporation, 307 West 36th 
street, New York City, has appointed Ruby 


Boylan as display director. Previously she 
was in charge of display for the Diana 
Stores Corporation, and at one time was 
interior display manager for Younker 
Brothers, Des Moines, and was in charge of 
display for the mid-west division of Lerner 
Shops. 
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THE 


PRESS™ serio. 
POSTER MACHINE 


FEATURING: SPEED .. . SIMPLICITY . . . LOW OPERATING COST 
... LONG LIFE 


Used for over seventeen years by leading national chains. Many have from 50 to 500 or more in use. 
MADE IN THREE SIZES . . . WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 








DISPLAY EQUIPMENT CO. 


BOX W-144 


ADRIAN, MICH. 








KiNGsCr1o0sE 


Yerios 


SPACEMASTER display units adapt 
themselves in a jiffy to any product or 
space problem. These “‘custom-quality” 
units assemble into attractive, durable, 
functional displays . . . all SPACEMAS- 
TER units interchangeable . . . choice of 
colors. SPACEMASTER units allow indi- 
vidual, plete per lization of your 
name, product. Purchase or rental plan. 
Get your FREE illustrated folder, price 
list . . . no obligation 

. rush coupon right 
away! 





er 


[Japlaguasrers, ss 
127 Washington Ave. N., Minneapolis |, Minn. 


M COUPON NOW! 


/ 
pit picked 


LOW-COST, EASY-TO-ASSEMBLE 


SPACEMASTER 


DISPLAY UNITS 


MASTER us 
cas which you comment? 
d 


To: Displaymasters, Inc., Dept. DW. 
127 Washington Ave. N., Minneapolis, Minn. 


RUSH free illustrated folder and price list on 
SPACEMASTER — America’s Best Display Buy! 
NAME 

ADDRESS 

city 
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BE SURE TO VISIT US IN 
ROOM 603 
HOTEL NEW YORKER 
during NADI Market Week 
DECEMBER 9-13 





COS BUARD 


react mane 
. . . 











PRODUCED EXCLUSIVELY BY 


B. B. BUTLER MFG. CO., INC 
3432 NORTH AVONDALE AVE. 
CHICAGO 18, iLL. 











...TO DISPLAY YOUR 
CLOTHING BETTER 


THE FIRST 


REALLY NEW 


DISPLAY RACK 





Abead of the times 
in Design! 
Ma FIXTURE CO 


For Sizes and Prices, 
1516 Foothill Bivd 


write for descriptive folder. 
la Canada, Calif 
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DON'T NEGLECT 
POINT-OF-SALE 
[Continued from page 58] 

original advertising plans. Its only dis- 
tinction happens to be a plus factor be- 
cause it combines the functions of both 
advertising and selling at one and the same 
place and time. 

How much wiser it would be if, in the 
very ‘beginning of things, the entire cam- 
paign was worked out on the basis of what 
is best for the advertiser in the long run 
—remembering always that that which is 
best for the client serves your own interests 
best of all. If after due consideration it is 
apparent that the expenditure is not justi- 
fied, then tell the truth to the advertiser 
instead of wasting his money on “good ad- 
vertising” which can not possibly make a 
sale. 

On this basis many campaigns would 


never be launched, and everybody concerned 


would be better off for it. Why not employ 


| the following yardstick of measurement be- 


fore spending money in commissionable 


\ media, and be honest enough to tell an 


advertiser the truth even though it may 
mean that the campaign will be postponed 


| to a later date: 


1. Is the product or service to be adver 
tised one of sufficient quality and merit 
so as to have a chance for lasting 
success in the market place? 

Has the advertiser got a sound sales 
policy with respect to wholesalers, re- 
tailers and consumers ? 

Does the product enjoy a sufficient de- 
gree of distribution to warrant the ad- 
vertising campaign? 

Is it well displayed at the point-of- 
purchase ? 

Is the point-of-purchase activity being 
conducted in a scientific manner, em- 
ploying professional display installers 
to do the actual job? 

There are many outstanding advertising 
agencies and individuals holding down im- 
portant posts as top management in adver- 
tising who already hold to the above view. 
Unfortunately, they are the exception rather 
than the rule at this time. May the day 
soon dawn when all practitioners of adver- 
tising will subscribe to the same policy. 

With “Truth-to-the-Advertiser” as your 
guide, it is a sure bet that your efforts will 
be rewarded by successful campaigns. Be 
certain to make your plans sufficiently in 
advance, select the proper media to do a 
thorough job, and stay within the budget. 
The following case history is illustrative 
of such a campaign: 

In June, 1950, Bird & Son, Inc., which was 
founded in 1795 with headquarters at Fast 
Walpole, Mass., decided to include the 
point-of-purchase in its national 1951 spring 
advertising campaign. 

The original idea for a window display 
promotion was advanced by salesmen in the 
field. They wanted a sales tool to help 
them stimulate interest and enthusiasm 
with distributors and dealers alike on be- 
half of Bird floor covering products. They 
knew from experience that this, combined 
with actual, effective window and interior 
displays in the territory would create many 
new consumers and increase sales all 
around. 

There was perfect coordination between 
the advertiser, the advertising agency and 
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Superior Displays, Inc. It was the latter’s 
responsibility to plan and execute the point- 
of-purchase advertising program from crea- 
tion to final installation on a national basis. 
Bird & Son, Inc. had used national maga- 
zines and Sunday supplement advertising on 
previous campaigns. Everyone agreed that 
with the inclusion of displays as an integral 
part of the campaign, consumers would be 
led through a complete advertising cycle. 

A great deal of time, effort and thought 
went into the development of the window 
display program. Distributors, dealers, 
salesmen and even consumers were inter- 
viewed before final plans were formulated. 

Thorough investigation disclosed the fact 
that throughout the history of displaying 
hard surface floor covering, rolls were 
shown either in vertical or horizontal posi- 
tions. A wooden display stand was de- 
signed which made it possible to show a 
rug or floor covering on an angle, unfurled 
and sweeping on to the floor in graceful 
fashion. 

The human, eye is stopped by and at- 
tracted to an object on a slant much more 
so than to one which runs up and down or 
straight across. The display “saddle” with 
a rug of colorful floor covering draped over 
it was utilized as the focal point in the 
center of the window display, with supple- 
mentary screen process printed cards of 
advertising copy, plus rolls of the actual 
merchandise. All these elements were framed 
by a spring color scheme of crepe paper 
drapes and corrugated paper fans. An 
actual blow-up of the advertisement which 
was to appear in national magazines and 
Sunday supplements was included to com- 
plete the tie-up between the two media. 


Bird floor covering salesmen, as well as | 
salesmen working for Bird distributors, | 


were supplied with specification photo- 
graphs of three sample types of different 
window displays. They were also furnished 


with complete instructions as to standard | 


operating procedure. 
Salesmen started to book windows on 


March 1, 1951, for installations to be made | 


starting April 1. The advertisements in 
national magazines and Sunday supplements 
were to break on April 15. This meant that 
displays would be showing in windows at 
the same time that advertisements would 
be appearing in the publications. This made 
for a perfectly timed promotion. 

The campaign was a huge success. The 
entire Bird organization, from the sales- 
men in the field through to top management, 
is now of the opinion that a national ad- 
vertising campaign in magazines and Sun- 
day supplements, which is tied up with a 
professionally installed window display 
campaign, is the answer to increased sales. 
Dealers and distributors, together with their 
salesmen, share this conclusion whole- 
heartedly. 

Bird & Son, Inc., is a national adver- 
tiser that had never before included the 
point-of-purchase as part of advertising 
campaigns. As a direct result of the above 
experience, this important account is now 
convinced that display advertising must be 
continued permanently in all future adver- 
tising appropriations. 

There were certain territories where na- 
tional publication advertising was weak. In 
such cases salesmen sold dealers on the 

{Continued on page roy) 
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Display equipment jobbers and manufacturers! 
New territories available! Four F.O.B. shipping 
points! Attractive discounts! 
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You are cordially invited to attend our Spring showing in 


ROOM 726 


HOTEL NEW YORKER, DECEMBER 9-13 
We at Park Lane take this opportunity to wish our many friends 


Greetings of the See 
Br... fabrics Consirec. 


. 30th STREET, NEW YORK CITY 16 

















LOOKING FOR 
A CAREER 
in eee 


Build a career in this well paying, uncrowded 
profession. Learn every phase window trim- 
ming and interior display. Study under out- 
standing faculty. Practice in full length windows. 


CURRICULUM 

Cloth, Crepe Paper and Painted Backgrounds, 
Drug Windows, Men's Wear, Children's Wear, 
Women's Ready to Wear and Specialties, Small 
Wares, Window Design, Mannequin Draping, 
Interior Display, Lighting, Show Card Writing, 
Silk Screen, Papier Mache Fabrication, Prop 
Construction. 


= Outstanding Faculty of prominent display 
men ond recognized artists. 





COURSES IN SIGN PAINTING AND SILK 
SCREEN PRINTING ALSO AVAILABLE. 











@ Tuition payments arranged to suit your 
convenience 

@ Approved for Veteran Training 

@ Free Placement Service—over 
graduates placed in well 
positions. 


“The Nations Center for Display Education” 


85% of 
paying 


617 CHESTNUT ST., PHILA. 6, PA. 


Write for Descriptive Booklet 
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DISPLAYS FOR MEN 
[Continued from page 37) 


done in dark blue, flecked with white here 
and there to represent the ocean. Properties 
were a folding canvas chair and a cluster 
of natural palm ironds at the right. 

Valentine's Day is getting more and more 
attention each year from the standpoint of 
store promotion, as retailers recognize the 
fact that it can help bridge the gap between 
the Christmas season and that of Easter. 
Last year Harry Kramer, of Levy’s, Nash- 
ville, used a number of masculine displays 
with the Valentine theme and directed them 
at women shoppers rather than men. The 
one shown above featured “Arrow” shirts, 
with the gift angle emphasized. Masculine 
jewelry and ties were natural accompani- 
ments to the shirts. A shirt on a form was 
placed on a slanted wallboard heart and 
surrounded by a large outline heart cut from 
wallboard, padded, and covered with scarlet 
foil and backed by lace doilies. A full 
page “Arrow” advertisement in True maga- 
zine was shown prominently to tie in with 
natianal advertising. 

Another of Frederick Asmussen’s travel 
series is seen at the upper right, and again 


‘ 


| the background treatment contributes much 


to the attractiveness of the display. Here 
it is a giant plane of the “Mars” type, 
waiting for the passengers to embark from 
the quay. Rough planking covered the floor 
of the window, with short posts protruding 
here and there for the tie-up ropes. 

For “Woven Dot” ties, the window display 
at the right was created by Emery Gregory, 
under the supervision of Guy Malloy, dis- 
play director, for the Man’s Store of Nei- 
man-Marcus Company, Dallas. To play up 
the news angle of the merchandise Gregory 
had newspapers flying through the air and 
resting on the floor — the latter being 
covered with strips of simulated bricks to 
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represent a sidewalk. The flying news- 
papers were wired and glued into interest- 
ing positions. Another newspaper served 
as the showcard, with a whited out section 
on which was lettered “The News in Ties: 
Woven Dots!” 

Quite frequently island windows are hard 
to handle display-wise, but Vern W. Davis, 
Palace Clothing Company, Kansas City, Mo., 
uses lighting and color to overcome the 
handicaps of this type of unit. In the final 
photograph is seen his display for gray 
Michaels Stern suits. The coat forms had 
chartreuse neck-tops, and the same color 
was used for the slat-panels and foliage 
groups which divided the large open win- 
dow. 


Odorono Contest Winners 


Are Announced 

Grand prize winners of the fortieth anni- 
versary dealer display contest on “Odorono” 
have been announced by the Northam Warren 
Corporation, Stamford, Conn. 

Lawrence J. Carriveau, Larry’s Drug 
Store, Milwaukee, was top winner and was 
awarded a U.S. Defense Bond for $1,000. 
In second place was George L. Golding, 
Community Pharmacy, Brooklyn, who won 
$350. Twenty third-place awards of $100 
Bonds and 33 additional prizes of $50 Bonds 
were also given. 


Artists’ Materials Catalogue 
Released By Arthur Brown 

From Arthur Brown & Brother, Inc., 
“America’s Largest Art Supply Center,” 
comes what must be the largest catalogue 
dealing with artists’ materials. Some 200 
pages in size, the catalogue covers every 
conceivable item an artist might use. In- 
quiries for the catalogue should be ad- 
dressed to the firm at 2 West 46th street, 
New York City 36. 











—"Good modern no matter how you look at it", in essence, was the theme of the display of 
Herman Miller Furniture Company at the National Homefurnishings Show held at Grand 
Central Palace, New York City. The back wall of the space was treated as a floor with 
pieces of furniture, designed by George Nelson and Charles Eames, fastened to it in a dra- 
matic and highly effective arrangement. The display was done by the George Nelson office— 
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When 
YOU ATTEND THE NADI 
show we cordially 
INVITE 


you to visit our New York 
showroom, where you will 


find... 


Let us explain how you can lick 
all sign-making problems. MITTEN 
letters have a million uses, they 
belong in your hands where you 
can work magic with them. 

The world's finest three-dimen- 
sional precision molded letters, 
made in three styles of construc- 
tion: 

@ CHANGEABLE PINBAK 
@ SANBAK — GLUE ON 
@ CHANGEABLE TRAKK 


3%4"" to 9" high in many smart 
character faces. Complete stock 
on hand. Always ready to use. 
Always easy to use. Always fun 
to use. 


CALL ON US OR WRITE... 


MITTEN 
DISPLAY LETTERS 
2 West 46th St., New York 


or Redlands, California 
Dept. DI2 


Once Again, Garrison-Wagner Company Presents 


‘The Greatest Show 
at the Show’”’ 


Six rooms full of Spring, Valentine, Easter and 
Summer Displays and Display Ideas. 


| Featuring 


@ New Dekora Blok Displays 

@ Papier Mache Figures for Easter 

e Spring and Easter Flowers 

e Spring Foliage and Set Pieces 

eA Complete Line of Valentine Items 
@ Tropical and Rattan Display Items 
@ Deca Poles and Peg-Board 


NADI Show e¢ December 9-13 
Rooms 603, 610, 611, 612, 614, 615 
Hotel New Yorker, New York City 


GARRISON-WAGNER CO. 


2018 WASHINGTON AVE., ST. LOUIS 3, 
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GEARLESS 
TURNTABLE 


This revolutionary Albin turntable is 
gearless ... there is no maintenance 
factor. Quiet in operation, carries up 
to 150 lbs. balanced or unbalanced. 
Engineered drive permits stoppage at 
will without damage to motor. Steel 
construction, no oiling, guaranteed 
against mechanical defect for 1 year. 
344” high overall. Units can be de- 
signed to suit your needs; any number 
of tiers can be constructed. Sizes: 12”, 
16, 28". 


JOBBER INQUIRIES INVITED 


ALBIN 
MACHINE CO., INC. 


750 AVENUE OF THE AMERICAS 
NEW YORK CITY 10 














BONAFIDE 


will present 


a complete line of 


Se 
rig 


pS 


DISPLAY 
DECORATIONS 


at its showrooms 
during 


MARKET WEEK 
December 9-13 
BE SURE TO VISIT US 


BONAFIDE 


61 West 37th St. New York City 18 
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SOUTHWEST THEME 
FOR NEW STORE 

[Continued from page 29] 
cinating merchandise and activity. From 
the Preston road side, which is the main 
facade and formal entrance, motorists and 
pedestrians can glimpse not only the center 
of the store, but also the patio beyond. 

Colorful “trompe l'oeil” screens specially 
designed and painted in Paris by Renard, 
well-known French fashion artist, will be 
used as occasional window backgrounds. 
The specially designed entrance doors are 
of “Herculite” glass, with simple bronze 
handles outside and push plates inside. 

Space has been generously used to en- 
courage the easy flow of traffic and to 
show an inviting display of merchandise. 
Background and fixture colors are re- 
strained and arranged to create a feeling of 
unity, with bright accent colors to point up 
displays and separate departments. Fixtures 
were designed and materials selected to 
carry out the feeling of assured casualness. 
Most fixtures are of one basic wood, oak, 
stained in dark tones, which contributes to 
the! feeling of unity. For variety, different 
lighter colored stains are rubbed in by a 
technique developed by Miss Le Maire, 
which gives a lovely soft, blended effect. 
OccAsiorial accents of brilliant lacquers are 
used to highlight display cases. 

Fixtures have been kept low, to allow 
full view of other departments and dis- 
plays, and often they have been placed so 
as to serve as screens in front of entrances 
to stockrooms, fitting rooms, etc., facilitat- 
ing traffic in and out and avoiding the dis- 
turbing line of swinging or opening doors. 

The principal ceiling areas are treated 
with acoustical materials, some of which 
are in novel and interesting patterns into 
which the lighting units have been care- 
fully integrated. 

Several interesting lighting schemes have 
been employed. The apparel section has a 
combination of dropped indirect lighting 
panels and direct down lighting. Cove 
lighting is used with restraint, to carry out 
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architectural forms. An interesting com- 
bination of recessed and free-hanging coves 
in the ceiling of the Kachina restaurant 
makes a decorative overlapping design of 
positive and negative forms. Appropriate 
accent lighting is provided for the prin- 
cipal display areas. 

From each entrance into the store there 
are interesting vistas—the Calder mobile, 
the Urbain mural, the beautiful patio plant- 
ing, the bright color accents which enliven 
the soft over-all color theme of earth, sun 
and sky tones. Ceilings throughout have 
been kept high, except in the children’s de- 
partments, adding to the feeling of spacious- 
ness. 

The fashion section, at the north end, is 
in more formal mood with carpeting, walls 


—What child could resist the appeal of this 

fantastic tree which has orangeade con- 

stantly on tap? ... Fixtures of the type shown 
below provide space for toy display— 


en Ae NG RRP EAE 


pores rear 
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and fixtures in restrained adobe colors, ac- 
cented here and there With spots of Indian 
orange and muted desert greens. The ceil- 
ing is cloud-blue. A gray marble panelled 
screen along the wall divides the sports- 
wear and millinery sections, and a wood 
and glass screen separates millinery from 
the fashion section. 

Fifteen spacious fitting rooms, accessible 
to the sportswear and dress and coat sec- 
tions, and five more for the separates sec- 
tion, have been provided. Fixtures through- 
out this section of the fashion floor are of 
brown, gray and copper-stained oak, with 
contrasting accent colors in upholstery and 
fixture linings of burnt orange, Indian clay, 
and various greens of the desert cactus and 
sagebrush. 

The lingerie and corsets department, ad- 
joining the accessories section, are more 
neutral in tone, with an Indian paintbrush 
orange ceiling, shell pink walls and draper- 
ies of white nylon with a paintbrush (which 
is a desert plant) design. Cases are a smoke 
lacquer with slate blue interiors. 

Accessories and the gift shops are located 
in the center section, defined by the patio. 
These, too, are done in the soft neutral 
adobe colors, with bright accents of Hopi 
reds and greens. Here the ceiling is bright 
sky blue, the floor red brick. In the acces- 
sories section, gunmetal fixtures are ac- 
cented with notes of chartreuse and emerald 
green, earth-brown fixtures with burnt 
orange and Hopi reds. 

The gift shop is done in driftwood colors, 
dark brown fixtures with accents of juniper 
green with especially designed rugs of an 
Indian diagonal design in shades of brown 
and sand. 

The children’s departments are bright and 
gay in feeling with ceilings of sunny yellow 
and fixtures of Zuni turquoise and red- 
orange, with accents of jade green. Floors 
are red brick, with rugs specially woven by 
Bloomfield of California, and color themes 
planned to differentiate between various de- 
partments which range in sequence. The 
teen section is done in muted and putty 
colors, with accents of lichen green. Spe- 
cially woven rugs are a mixture of earth 
browns, straw yellows and orange red and 
sheer curtains along the patio side are the 
color of cornsilk. 

In the younger children’s departments red, 
yellow and bright green predominate. The 
green Bloomfield rug with accents of red, 
white and yellow provides a basis for 
changing tie-up colors to separate depart- 
ments without rigid walls. Drapery fabrics 
feature a Navajo design in different colors 
throughout this section, changing from red 
in the children’s department to yellow in 
the infants’ and maternity department, to 
green in the children’s shoe department. 

At the top of the stairway from the main 
floor a large lounge area provides a 
pleasant, relaxing place for patrons to wait 
and meet. The theme is set by a huge 
South American hand-woven rug based on 
authentic Indian cave drawings. Woven in 
tones of brown, beige and blue, with high- 
lights of ochre and orange, it is effective 
with the walls of altico red mable. 

Stanley Marcus, president of Neiman- 
Marcus, has assembled an authentic collec- 
tion of Kachina dolls which adorn the walls 
of the restaurant and foyer. The same color 
theme of the second floor lounge prevails in 
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MBALITE 
Dieplay Spot 


HERE IS AN INCONSPICUOUS ALL ANGLE 
SPOTLIGHT which may be placed at any angle 
without adjusting screws ... 360° on the 
Horizontal plane, 230° on the Vertical plane... 
the wires cannot be twisted or short circuited 
- -- no Universal Joints. 

When used in display windows and cases it 
will not distract prospective purchasers’ — 
tion from the merchandise it illuminates 
attractively. Excellent for temporary aeatar 


WINDOW DISPLAY 


EXHIBITS 
CASES, ete. 





. it is coated with a neutral crackle finish 
|.» IT MAY BE PAINTED ON THE JOB TO 
BLEND WITH THE DISPLAY. Uses PAR-38, 
R-30 or R-40 Lamps. Complete with 6 foot cord, 
plug and tripod. Felted base will not scratch. 
(Without lamps.) Manufactured under U. S. 
Patent 134595. 


See Jobber — Write Us. 
ADDITIONAL REPRESENTATIVES WANTED 


Alexander - Tagg Industries 





DEPT. AB, HATBORO, PA. 











THE NEW ATTRACTIVE Z DISPLAYER SETS 


QUENSELL DISPLAYS INC. 


creation, 
5 At 


wire combining 
and display in 
one. You can group them many dif- 
ferent ways. Hang them, nest them, 
build them into pyramids or trees. 


1 set consists of the following sizes: 
1 Displayer 6° high— 6x 6" top & bottom 
| Displayer 12" high— 8"'x 8" top & bottom 
| Displayer 18" high—10"'x10" top & bottom 
| Displayer 24" high—12"x!2" top & bottom 


Price for complete set of 4—$16.50 


71-23 AUSTIN STREET 
FOREST HILLS, N. Y. 
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your partner in 
oF Teltoh a olacleltlaitela) 


Recognized 
as the “stand- 
ard poster 
Tempera” by 
display stu- 
dios the world 


TEMPERA 


Designed es- 
pecially for 
screening on 
any kind of 
cloth or fab- 
ric. 


ACCO-FAB 
TEXTILE COLORS 





Adds that 
“extra spark” 
to ordinary 
Tempera ren- 
derings. 
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TEMPERA 


These three top quality products 
head the long list of PRANG mo- 
terials designed to make your display 
easier to create — better to look at 
and more profitable to do! 

Write today for color charts 


and complete information on all 
Prong products to Dept. DW-5 


MERICAN CRAYON company ‘ 


| the restaurant. 











WOOD LETTERS 


FOR ALL PURPOSES 


MAKE YOUR OWN 
DIRECTORY AND 


POSTER PANELS 
With our Large Variety of Sizes 
And Letter Styles 


DISPLAY CRAFT 963 Lake Drive, S.E. 


GRAND RAPIDS 6, MICH. 
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The carpet is bark brown 
and the chairs are upholstered in sage 
green. Woods are redwood finish, softened 
by rubbing in natural-colored stain. Table 
tops of redwood-colored “Formica” contrast 
freshly with the white china, specially de- 
signed with an Indian motif by Le Gardo 
Tackett. The curtains of Irish linen with 
an orange and corn yellow stripe design 
were made by D. D. and Leslie Tillett, de- 
signers of modern fabrics; each stripe was 
applied by hand, so there is no repeat or 
duplication throughout the fabric. Table 
linens are yellow and gray. Screens, hand- 
woven in Indian style of random widths of 
yucca and string stretched on poles, are 
used to conceal the kitchen and pantry en- 
trances, adding to the decor and avoiding 
the hazards of swinging doors. Tables are 
placed in groups divided by rows of ban- 
quettes, giving privacy for special parties 
of varying sizes. 

The beauty salon opens off the 
spacious lounge and from its reception room 
affords a view of the patio and a section 

j 


also 
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oi the main floor with the Calder mobile. 

“Below stairs” is the toy and nursery 
furniture shop, reached by stairway or ele- 
vator from the main floor. In the elevator 
lobby a charming “Enchanted Woods” 
mural by Alma Shon sets the mood for a 
children’s world. At the entrance an enor- 
mous cage is filled with toy animals of 
every species. Here bright bird colors — 
red, yellow, blue—predominate above a 
floor of dark turquoise linoleum; shadow- 
boxes and pin-up boards feature lively and 
imaginative displays. In the toy shop a 
“Magic Tree” with a built-in dispenser 
pours forth an endless supply of orangeade. 
A special nursery furniture department is 
located at the north end of the floor. 
Dot Williams Returns 
From Coast Trip 

Dot Williams, president of D. G. Williams, 
Inc., 498 Seventh avenue, New York City, 
has returned from a combined business and 
pleasure trip to the west coast. 





A NATIVE CHICAGOAN, 
SAM FROEHLICH HAS BEEN 
WITH REFLECTOR HARDWARE 
CORPORATION FOR 96 YEARS. 


He was seaver as 
PRESIDENT AND TREASURER | 
SINCE 1935 AND PRIOR 
TO THAT TIME WAS 
SECRETARY OF THE 
CORPORATION, 


WN HIS YOUNGER DAYS 
HE WAS QUITE AN 
ENTHUSIASTIC GOLFER... 
1M RECENT YEARS HIS . 
GREATEST ENJOYMENTS * 
ARE HIS FIVE GRANO-7 
CHILDREN, WIS FAMILY ~~ 
OF OVER 300 R.H.C. 
EMPLOVEES, AND 
VISITING THE BEAUTY 
SPOTS OF AMERICA. 





OEHVICH 


PRESIDENT, REFLECTOR HARDWARE CORP. , CHICAGO 
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Bring life to your displays, add glamour 
ond drama with SWIVELIER ... 

for years the choice of leading display 
men. Desi d and 





9 ed for 
the maximum in lighting flexibility and 


efficiency. 


Only SWIVELIER Fixtures feature the 
unique, patented Universally 
Adjustable Spring Tension Socket that 
“STAYS PUT... AT ANY ANGLE.” 

There are hundreds of models to choose 
from. Write for complete catalog. 


Look For The SWIVELIER Trade-Mark 


om NADI MARKET WEEK HOTEL NEW YORKER Room 728 





SWIVELIER COMPANY Inc. . dept. ows 
30 Irving Place, New York 3, N. Y. 











WHEN DETERMINING VALUE OF PLASTIC HANGERS 


A cheaper hanger is almost always a lighter hanger 
and the simple Weight Test will prove this to be true. 
Next time you are offered a plastic hanger “that’s just as 
good for less” weigh the hanger against one of ours. 


You'll find the scale tips in our favor. 


Remember—a heavy hanger is a strong hanger 
and a strong hanger lasts longer. THAT'S THE 
REAL VALUE OF A HANGER! 





A Stempler hanger has been “the best buy” for the 


past half-century because we never compromise with 


“A STEMPLER Y NW 
HANGER QRS 


quality. Our hundreds of customers who have been with 


N\ us since the turn of the century are proof of this policy. 


NORFOLK # STREET NEW YORK 2. N 


abney lemplet & Sen Inc. 
Since 1900 28 Y ORchard 4-1780 
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CHICAGO WINDOWS 
[Continued from page 31) 
Indicative of the season, the leaves and 
fruit were allowed to fall as if blown in 
position by a gust of wind. (Not illustrated.) 

Boghosse also had a solo display of foun- 
dation garments designed in black and gold 
as a store front within a window. The 
permanent green walls were covered with 
black patent leather to give a dark interior. 
Window and door frames were padded and 
covered with gold foil paper as was the 
manufacturer’s trademark, used as_ store 
identification. The store window was uti- 
The GoldE Rotochrome creates in- lized as a shadow-box for the corset dis- 


terest, attracts attention, gives every : : 
aes adede Oe » saber sand — a backwall of black polka dots 


moving color moves merchandise! . ; SST 
sd When quality rather than quantity is to 


be expressed, Boghosse is able to correlate 
enclosed — absolutely safe — com- props and merchandise in a more elaborate 
pletely automatic — compact and manner than was the case with the coat 
ly — 500 watt brilliance — sale mentioned above. For a display of 
— base—adjustable beam size. hats from $18.94 to $34.94, black wire flower 
500 watt—500 hour long life lamps carts were filled with the millinery and fall 
available. Pipe clamps, wall and foliage, as pictured in the last illustration. 
ceiling hanging brackets also sup- As a complementary color squash yellow 
plied at nominal cost. was used for the ceiling-high, vertical 
Ideal for store windows, ribbon bands, the color being reflected by 
displays, exhibits, shops, a floor blurb of wood chips. The copy, 


hotel lobbies, theatres, etc. “Color by the cart-load from our highly 
current harvest of fashions,” was printed 


in yellow on black hat boxes. 

ald Rotochrome That the life of a displayman is not all 
S Pp 0 T L | G H T rosy can be attested by Boghosse. When 
Write for tree bulletin, No. 471 i i i 


he installed a window for a promotion of 
“TV” parakeets, sold exclusively at Gold- 
20? ECcCTION blatt Brothers, a giant cage covered with 

chicken wire was constructed for 18 pairs 
of the birds, with much consideration given 
GoldE Manufacturing Co., Dept. DW-1220 W. Madison St., Chicago 7, Ill. to their comfort and pleasure. The window 
had no sooner been unveiled when the store 
received a call from an animal welfare so- 
ciety objecting to the display. To keep the 


display open it was necessary to station an 
attendant on 24-hour duty to insure that 
the temperature was kept at 72 degrees, 
a feeding schedule and diet in accordance 


with recommendations from one of Chicago’s 
zoos was established, and the society had to 


] be assured that no draughts would reach 
g | the birds. 


The parakeets were particularly happy 
in their elaborate new home and entertained 
' a constant crowds with their antics on the 
Send for Lawter s new booklet eee Glow- natural tree branches, swings, and ladders 
° . " ig te built by the display department. The cage 
ing Displays . Learn how easy it is to was surrounded with a frame of tropical 
lowi ont d | bl k leaf wallpaper and the plastic cages shown 
use glowing paints an iow cost ac increased the highly satisfactory sale of 
" . birds for Christmas gifts. 
lights to create eye-compelling effects. The “Evening Story” was unfolded by 
Clement Bradley in five Madison street win- 
ne = booklet, dows of Carson Pirie Scott & Co. while 
0H aa Psa the State street windows were occupied 
plete cost intorma- C S Cc with the semi-annual promotion of home 
see and story on area LAWTER CHEMI AL 9 IN a “"serr= | furnishings. Jewel tones were ascribed to 

awter's "Free the exhibition of gowns by outstanding de- 
Color Service" for 3560 Techy Avenue Chicago 45, Illinois signers, highlighted by a simple draping of 
planning glowing YES! ... MAKE ME A BLACKLIGHT EXPERT! contrasting velvet and gold opera chairs 
displays : for a collection of suitable accessories and 

eee NAME———_-. -—-_- - — — evening furs. Such dramatic combinations 
MAIL THIS COUPON! COMPANY. as “Shocking pink with amethyst wool,” 

ode ae pa ecuiay 2 “Imported jet net appliqued with brown 
TYPE OF BUSINESS saa ahh velvet ribbon,” “A sheath of jet velvet with 
ruby satin,” “Topaz organza encrusted with 
ADDRESS. sind ital rhinestones and pearls,” and “Pearl silk 
satin” needed only the suggestion of a 
CITY fashionable gathering place to complete the 
individual display. 


6 continuous color changes--totally 


BRiGutest NAME ,;y 


Licgnut 
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For 


New and Outstanding 
Display Properties 


ROOMS 514 and 515 


HOTEL NEW YORKER 
December 9-13 


EARL W. GASTHOFF CO. 


Danville, Illinois 











FOR SPRING & SUMMER 


flexible 


REYVEX or REYARC PANELS 


Each is 3072” wide by 8 ft. long. 


AT $ PER 
ONLY CARTON 
a 


of four (4) panels 


COLORS 


Lt. Yellow, Lt. Blue, Lt. Green, Pink, Peach, 
Sand. 

Colors and styles may be assorted if desired. 
NOTE: Combine these beautiful panels with 
our Flexcraft Panels for truly novel effects. 


CRAFT STUDIOS 


‘ A. G. Anderson, Owner 
REYARC 258 IRVING STREET FRAMINGHAM, MASS. 
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Colors 





Samples on Request 


SNOW 


SNOW 


SNOW 
SNOW 


15 — Beautiful - Dreamy 


Seasonal and Year 'Round Use 


MALROS COMPANY 


"The House of Colors” 
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PURE WHITE 


Contact your Jobber or order direct. 


Box 279 — Dover, N. J. 























=: 


Artificial Flowers, Foliage 


and Set Pieces for Spring 
FOR THE DISPLAY JOBBING TRADE 
On the Third or Fourth Floor of the 


HOTEL McALPIN 


34th STREET and BROADWAY, NEW YORK CITY 
Consult Directory for Room 
ON DECEMBER 9, 10, II, 12 and 13 


Manvfactured and Imported by 


BERNARD SCHWARTZ & CO. 


28 HOWARD STREET 


e America’s Largest and Fastest 
Selling Moderate Priced Line of 


NEW YORK 13, N. Y. 











CHROME METAL 


MOLDINGS and FRAMES 


for every disp.ay and 
decorative need 
199 popular designs — durable, 
non-tarnishing. 
Write for style folder. 
Jobber inquiries invited. 
IRVING BERLIN & CO. 
719 Eighth Avenue 


@ New York 19, N. Y. 











LIBERAL ALLOWANCE 
For Your Old Mannequins 


Write us for complete details. 
REINERMANN FIXTURE CO. 
343-345 W. 4th St. Cincinnati 2, Ohio 





EXQUISITE SMALL FLOWERS 


For Show Case and Interior Trims 


Produce display effects impossible with regular 


lines of display flowers. Unsurpassed beauty. 
Tremendous Varieties in Stock 


MILTON S. AHRENS, INC. 
Importers — Mfgs. — Exporters 
56 W. 36th ST. NEW YORE 18, N. Y. 








USE THE 
Opportunity Exchange 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 

REPRESENTATIVES WANTED 
$3.00 Per Column Inch — CASH WITH ORDER 











"Ladythal” Millinery Head 
Has Many Features 

A new “Lucite” head form for millinery 
display has been introduced by Thall Plastic 
Engineering Company, 155 Chambers street, 
New York City 7. A spokesman for the 
company states: “It is completely different 
from any millinery head on the market, and 
has extremely detailed features, including 
tilted neckline, eyes, nose, ears and hair- 
lines. It is all one-piece construction and 
can be had in flesh, white, and clear colors.” 

Thall also advises that the new head will 
shortly be available with lighting apparatus 
for night displays. 


Product Emphasis 
Through New Sign 
| The product literally stands out at the 
point-of-sale in a colorful three-dimensional 
| presentation formed of “Vinylite” plastic 
| rigid sheet, as used by Melrose Distillers, 
| Inc., for Gibson “Diamond 8” whiskey. 
Multi-colored pictures, signs and messages 
are first lithographed on the smooth surface 
of the sheet, which is then cut or trimmed 
to the desired shape and size. After this 
the lightweight material is formed to ‘give 
the lithographed figures — for example, a 
race horse bearing the numeral eight a 
| third dimension. 





Error In Address 
ls Corrected 

In an advertisement for Mask Products, 
Inc., Cleveland 9, in the October issue of 
DISPLAY WORLD the firm's address in- 
advertently was listed as 3143 West 6th 
street. The correct address is 3143 West 
33d street. 


Champion, Seattle, 
Issues New Catalogue 

A comprehensive catalogue of all types of 
display materials and equipment has been 
issued by Champion Display Material Com- 
pany, 1928 Pike Place, Seattle 1, and will 
be sent on request direct to the firm. 
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Interstate Appoints 
Whitfield Morton 

Sol Cantor, executive vice-president, makes 
known the appointment of Whitfield A. 
Morton as coordinator of display activities 
for Interstate Department Stores, Inc., New 
York City. 

Morton, who will report to Ned Baron, 
sales promotion manager, was formerly 
with Mangel’s” Stores, Inc., as display di- 
rector, and at one time was associated with 
Wallach’s, New York City, Namm’s, Brook- 
lyn, and Johnson-Shelton Company, Dayton. 


Magnani Assets 
Sold At Auction 

Physical assets of Magnani Mannequins, 
Inc., 236 West 40th street, New York City, 
were disposed of at auction recently in a 
mortgagee’s foreclosure sale. The chattel 
mortgage involved is said to amount to 
$11,000 and the sum realized from the auc- 
tion is estimated at around $8,000. 


STATEMENT OF THE OWNERSHIP, Bg 
MENT, CIRCULATION, ETC., REQUIRED BY 


1912, A 
of DISPLAY WORLD, published monthly at Cin- 
cinnati, Ohio, for October 1, 1951. 

State of Ohio, County of Hamilton. 

Before me, a notary public in and for the state 
and county aforesaid, personally appeared Nathan 
Silverblatt, who, having duly been sworn according 
to law, deposes and says that he is the secre 
tary and business manager of DISPLAY WORLD 
and that the following is, to the best of his knowl 
edge and belief, a true statement of the ownership, 
management, etc., of the aforesaid publication for 
the date shown in the above caption, required by 
the Act of August 24, 1912, as amended by the Act 
of March 3. 1933, embodied in section 537, Postal 
Laws and Regulations. 

1. That the names and addresses of the publisher, 
editor, managing editor, and business managers are 
Publisher, The Display Publishing Company, 407 E. 
8th Street, Cincinnati, Ohio; editor, R. C. Kash, 
407 E. 8th Street, Cincinnati, Ohio; ‘business man- 
ager, Nathan Silverblatt, 407 E. 8th Street, Cincin- 
nati, Ohio. 

2. That the owner is: (If owned by a corpora- 
tion, its name and address must be stated and also 
immediately thereunder the names and addresses 
of stockholders owning or holding one per cent or 
more of total amount of stock. If not owned by a 
corporation, the names and addresses of the indi- 
vidual owners must be given. If owned by a firm, 
company, or other unincorporated concern, its name 
and address, as well as those of each individual 
member, must be given.) H. C. Menefee, Nathan 
Silverblatt and Robert Silverblatt, all of 407 E. 
8th Street, Cincinnati, Ohio; Maude B. Menefee 
Estate, 3517 Raymar Blvd., Cincinnati, Ohio; Ruth 
S. Schaeffer, 4080 Beechwood Ave., Cincinnati, Ohio; 
Stella F. Silverblatt, 1015 Dana Ave., Cincinnati, 
Ohio. 

3. That the known bondholders, mortgagees, and 
other security holders owning or holding 1 per cent 
or more of the total amount of bonds, mortgages 
or other securities are: (If there are none, so state) 
There are no bondholders, mortgagees, or security 
holders. 

4. That the two paragraphs next above, giving 
the names of the owners, stockholders, and security 
holders, if any, contain not only the list of stock 
holders and security holders as they appexr upon the 
books of the company, but also, in cases where the 
stockholder or security holder appears upon the 
books of the company as trustee or in any other 
fiduciary relation, the name of the person or cor 
poration for whom such trustee is acting, is given 
also that the said two paragraphs contain such 
statements embracing affiant’s full knowledge and 
belief as to the circumstances and conditions under 
which stockholders and security holders who d« 
not appear upen the books of the company as 
trustees. hold stock and securities in a capacity 
other than that of a bona fide owner; and this 
affant has no reason to believe that any other 
person, association or corporation has any interest. 
direct or indirect, in the said stock, bonds, or other 
securities than as so stated by him. 

NATHAN SILVERBLATT, Bus. Mer. 

Sworn to and subscribed before me this 26th day 
of September, 1951. 

DAVID R. SWORMSTEDT, 
Notary Public, Hamilton County, Ohio 
(My commission expires April 13, 1954.) 
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- paint with light” 














DEKADHESE 


The technical, plastic cement. Colorless, transparent, possessed with “wet 
bond" strength and dries into a tough, moistureproof film. Packaged in 
2-0z. bottles provided with brush applicator. 


| doz. 2-oz. DEKADHESE with brush applicators and 
3 bottles of thinner $9.00, postpaid 


THE DECKER CORPORATION 


1220 Montrose Street Philadelphia, Pa. 
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In the Heart 
of the Heart COOKS MEIER 


of the USA.!" 














from the bottom of our 
hearts a great big 

thank you for your patronage 
and sincerest wishes for a 


MERRY CHRISTMAS 
and Prosperous New Year 


COOK and MEIER, Ine. 


159-171 No. Michigan Ave. Chieago 1, Ill. 
cs] e 








USE THE 
woobD OPPORTUNITY 


LETTERS EXCHANGE 
Nh, For any WANT AD purpose: 
cuballan| POSITION WANTED 








“ co. POSITION VACANT 


INCORPORATES USED DISPLAY EQUIPMENT FOR SALE 
& REPRESENTATIVES WANTED 
151 WEST 18th STREET, NEW YORK II, N. Y. e 


PLEASE MENTION DISPLAY WORLD e $3.00 Per Columa Inch — CASH WITH ORDER 
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NEW YORK DISPLAYS 
[Continued from page 27] 


red, yellow gold on white, yellow with dark 
blue, brown and red. A few leather belts 
and one large brown leather handbag added 
texture interest. For this display the dowels 
were painted a grayed turquoise which was 
also the color of the backwall. 

“Very S.F.A. . . . Nettie Rosenstein’s 
Stone Tone in Silk” was the description at 
Saks for a mannequin wearing an amethyst 
evening gown with silver blue mink stole. 
In picking up in a dramatic manner the 
featured color of the dress, halves of a 
broken violin, in plaster, were placed on a 
triangular block to right and left of the 
mannequin, while the purple strings from 
pegs and tail-piece of the violin arrange- 
ment carried the “sweeping tones” to an 
off-center and invisible point in the ceiling. 

Accessories, including amethyst jewelry 
and small corsages of violets in lavender 
velvet, were grouped on the violins and a 
few unset stones were placed on the illu- 
minated frosted glass top of the blocks. 
Other silks in the series included a ruby 
red dress outlined in black lace and worn 
with a black fox stole, a mink capelet over 
a topaz dress, and dark ranch mink cape- 
let over an aquamarine dress. The back- 
wall was in pale gray. 

A sampling of Sophie’s late afternoon and 
dinner fashions was featured in the center 
stretch of Saks-Fifth Avenue windows. A 
black antique checker table, gold decorated 
black chairs and the crystal chandelier gave 
interior impressions for the new collection 
which was described, “Sophie . . . Skirts 
the Season , . . The Side Way.” The win- 
dow was composed entirely gf black and 
white with a touch of gold. The gown was 
black silk, the gloves were of taffeta, and 
the flat purse in silk — the only deviation 
being in the pearl and rhinestone jewels 
and jeweled veil. A small detail, but an 
important one to carry the eye from the 
golden blond hair of the mannequin to the 
checker table, was the placement of the 
small gold candlestick behind the piles of 
checkers. The side and back walls of the 
window were painted a Williamsburg blue 
and the floor was laid in black and white 
marbelized squares. 

Theatrical symbolism was effectively pro- 
jected by Display Director Gene Moore in 
the Bonwit Teller Fifth avenue windows 
when the card read, “Theatre Clothes to 
Remember.” 

Interpreting this cue, high theatre mar- 
quee letters — one to each of the eight 
windows—spelled out the word “Remember.” 
The outer surface of the letter was in dark 
blue with the interior finish in a light 
blue. Each letter was generously fitted with 
amber colored bulbs and grouped around 
the lights were sprays of baby’s-breath 
flocked in palest blue or pink and combined 
with appropriately chosen deeper blue for- 
get-me-nots. On the clear glass top of a 
little stool in the foreground, which was 
also painted in light blue, were grouped 
accessories combined with a choice of the 
featured cosmetics. 

The legend for another group of windows 
at Bonwit’s called attention to “The Open- 
ing of the Philharmonic Season .. . Mag- 
nificent Music and Bonwit’s fabulous gowns” 
when all of the gowns presented were by 
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name designers — some in jewel colors, 
others dark, all with an interesting and 
significant collection of abstractions of 
musical instruments. 

The Jane Derby creation here featured 
was of slate gray silk taffeta, the small 
hat a delicate pink and the small silver fox 
wristlets worn over long pink-beige suede 
gloves. A six-string abstract base violin 
was a cutout of plywood, painted in a flat 
finish in many shades of gray, violet, pink 
and yellow-gold. Thus in each window the 
fashion tone suggested the key to the color 
tones on the instruments. Other motifs for 
the instrument were suggested by the harp, 
viola, clarinet and horns. The backwall 
was painted a grayed aqua and the floor 
was felt, covered in winter white. 

Based on a_ sudden inspiration, Gene 
Moore executed a brilliant set of windows 
when Bonwit Teller extended birthday 
greetings to Bergdorf Goodman’s on the 
occasion of the latter store’s observance of 
its 50th anniversary. 

Delightful and capricious in scene and in 
copy, the build up started with a cutout in 
miniature of the Bergdorf building placed 
on a bed of mellowed lace in a Victorian 
baby carriage which was painted in the 
familiar tone of lilac associated with all of 
Bergdorf’s packaging — the carriage also 
fitted with cushions in the same lilac color. 

“My dear, you don’t look a day over fifty 

Bonwit greets Bergdorf on its 50th 
Anniversary” read the salutation on the left 
side of the streamer, while on the right side 
was the apt statement, “Incidentally, the 
coats are on our fourth floor.” In progres- 
sion through the eight displays continued 
the amusingly worded and ingeniously de- 
picted salutation which was always com- 
pleted by the statement, “Incidentally, the 
coats are on our fourth floor.” 

The second vignette showed a Western 
Union messenger boy delivering a happy 
birthday telegram; the third, “Either Way” 
with the mannequin posed with arms out- 
stretched to cutouts of stylized black lamp- 
posts with street signs reading 58th street 
and 56th street, respectively. In the fifth 
display the mannequin was standing on a 
slanting ramp holding a confectioner’s tool 
to spell out in white icing the letters, “Does 
Bonwit tell Bergdorf? Yes . . . Happy 
Birthday.” 

Another of the series portrayed the mes- 
sage, “Oh, well .. .” with the two manne- 
quins wearing boxing gloves and shown 
shaking hands in a prize ring .. . this also 
painted in the lavender tone. For the final 
episode a many-tiered birthday cake made 
of the graduated sizes of Bergdorf millinery 
boxes was replete with cake decorations and 
candles . . . while the mannequin appeared 
to be strolling by with a Bonwit millinery 
box swung over her arm. 


All-Purpose Tacker 
Uses Four Staple Sizes 

An all-purpose tacker which uses four 
sizes of staples is being marketed by Mark- 
well, Industrial Products Division, 200 
Hudson street. New York City. Sizes 
handled are 5/32-, %-, %-, and %-inch, 
covering stapling jobs: ranging from crepe 
paper and cloth on thin hardwood panels 
up to rugged work. Details will be sent 
on request. 
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THE REYBURN MANUFACTURING Co.,Inc. @iiuage 


FACTORIES: PHILADELPHIA 32, PA. ©  ROYERSFORD, PA. Maren aiS 














EASTER 
FOAM PLASTIC DECORATIONS 


BUNNIES, CHICKS, EGGS, 
DUCKLINGS, BASKET ITEMS 


Nesbit Industries Inc. 
1823 Milwaukee Ave., Chicago 47, Ill. 


JOBBER INQUIRIES INVITED 

















ATTENTION 
JOBBERS! 


Just What You ve 
Roose Whiting nes Hi 


Our illustrated circular showing 
a complete line of Garment Racks 
with the most amazing list prices 
ever offered! 

These circulars can be had with 
YOTR NAME AND ADDRESS 


imprinted. 


Write for Details 


City Display Inc. 


| styrofoam snowmen, and 
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Christmas Catalogue 
Is Available 

A 16-page catalogue of Christmas dis- 
play material has been issued by Midwest 
Manniquin Displays, 532 North Water street, 
Milwaukee 2, and will be sent on. request. 
It includes garlands, ornaments, electrified 
and lighted units, Santa heads, reindeer, 
related material. 


Rogers Transferred 
By Korrect-Way 

Max Rogers has been transferred to the 
New York City office by the Korrect-Way 
Division of American Fixture & Mfg. Com- 
pany, St. Louis. He had been on the selling 
staff in the Chicago territory; in New York 
he will replace Paul Marinell, resigned. 


McLaren Wins First Prize 
In Textron Contest 


ct : : é 
Top honors and $300 in a nation-wide 


display contest sponsored by the “Indian 
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Head” and Domestics Division of Textron, 
Inc., have been awarded to Harold McLaren, 
display director of The Bon Marche, Seattle. 


Returns To Work 
After Operation 

Irene Hicks, display and advertising man- 
ager for The Orchid Shop, Wichita Falls, 
Texas, has returned to work after recover- 
ing from an operation. Before joining her 
present firm she was in a similar position 
with Sears, Roebuck & Co., and in the dis- 
play department of Perkins-Timberlake, both 
of Wichita Falls. 


Change Of Location 
For Fine Display 

Fine Display Company, Inc., has moved 
from 234 Fourth avenue to a new location 
at 87 Flatbush avenue, Brooklyn. Display 
materials for both jobber and retail ac- 
counts are on view at the company’s new 
showroom. 
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VWSWAT BARADE 


Bonn in Sioux CITY, WEAVER 


ATTENDED THE KOESTER SCHOOL 


“The “Showmaster” Line 


842 Sixth Ave., New York I, N.Y. 
Phone: LE 2-1666 


AND ART CLASSES IN CHICAGO 
BEFORE STARTING ON HIS DISPLAY 
CAREER WHICH NOW COVERS 30 
YEARS. TWENTY-FOUR YEARS 

OF THIS TIME WAS DEVOTED TO 




















of experience. Efficient service. Sold only 


through jobbers. 
Jobbers: Several good territories 
still open. Write for details. 


NU-SHOW DISPLAYS, INC. 


97 Sixth Ave., BArclay 7-8974, New York City 13 | 








USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 

REPRESENTATIVES WANTED 
» 
$3.00 Per Column Inch — CASH WITH ORDER 














‘Elastic Petal Top Wigs 


(Trade Mark) 


Designed with rubber or buckram foundation 
and adjustable steel band to insure permanent 
fit. Guaranteed workmanship, backed by years 
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Display Director, DEMERY & CO., Detroit, Michigan 


BIRMINGHAM AND 
DETROIT. HE HAS BEEN 
WITH DEMERY’S FOR 6 YEARS. 
# HE HAS BEEN ACTIVE 
i. 16 LOCAL AND NATIONAL 
. DISPLAY ORGANIZATIONS, 
SERVING AS VICE-PRESIDENT 
OF THE INTERNATIONAL 
ASSOCIATION OF DISPLAY MEN 
FOR ONE YEAR AND AS 
S PRESIDENT OF THE DETROIT 
i DISPLAY CLUG FOR TWO 
~ VEARS. HE FOUNDED THE 
LATTERS BOWLING LEAGUE 


HIS ONLY REAL HOBBY 
1S DISPLAY, BUT IS 
INTERESTED IN ALL 
SPORTS. 
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Carl Heidi Joins 
Cook & Meier 

Cook & Meier, Inc., Chicago, announces 
that Carl M. Heidt has joined the firm’s 


— Carl M. Heidt — 


sales staff and will assume his duties as 
of December 1. 

Heidt, a very well known factor in the 
display field, will be in charge of sales in 
the middle western states, Oklahoma and 
Texas, most of the region which has com- 
prised his territory for the past 32 years. 


Display "Brownout" 
Suggested To NPA 


Controlled materials allotments for the 
first quarter of 1952 will cause a_ shert- 
age of lamp bulbs of all types, accord- 
ing to the incandescent and_ fluorescent 
lamp manufacturers’ industry advisory 
committee, which has recommended to the 
Nationai Production Authority that 
the NPA consider imposing a “brownout” of 
store display lighting and advertising signs 
if the shortage seems critical. No indication 
has been given by the NPA on any future 
plans concerning the recommendation. 


Arresting Display 
Used By Lentheric 

“Tweed is in the air” was the theme 
adopted by Lentheric, Inc., New York City, 
for its dealer displays for the autumn sea- 
son. Against a tree at one side of the litho- 
graphed cardboard unit stood a girl clothed 
in a tweed suit. The background was a 
country scene with a stone wall in the 
middle distance. In the foreground several 
bottles of “Tweed” were suspended in the 
air. 

These various containers were not real, 
however, but clever little cardboard repro- 
ductions that tabbed into cardboard slots. 
A discreet price sign post at the lower left 
of the display was comparatively inconspicu- 
ous and blended into the autumn landscape. 

A companion piece for the window unit 
was a lithographed cardboard counter basket 
holding actual containers of “Tweed,” rest- 
ing on a simulated velvet lining. Both 
units were by Einson-Freeman, Long Island 
City, N. Y. 
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COME ON-A-MY HOUSE 


No Candy or Fruits but we do have some real 


DISPLAY TREATS 


AT OUR OWN 
SHOWROOM 


RADIANT 


GLASS FIBERS CO. 
11 W. 29th St, N.Y. C. 


Just a hop, skip and a jump 
from the Hotel New Yorker 











ART POSTER BOARD _ 
DISPLAY BLANKS 
V-NEER FINISH BOARD 


CHICAGO CARDBOARD COMPANY 


1240 NORTH HOMAN AVE 
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| Valentine 1952 Program 
Presented To NRDGA 


A LARGER LINE OF FABRICS The Valentine’s Day promotion program 
for 1952 was officially launched when the 

National Valentine’s Day Council’s 1952 
Added: Velvets, Crashes, Damasks, Leatherettes, Flooring, poster and other visual merchandising ma- 
Oo h N Hi terials were presented not long ago to the 
ther Novelties board of directors of the National Retail 
Dry Goods Association's Sales Promotion 


New Weaves—Exclusive Designs!! Division, 


In making the presentation, Joseph Bros- 
LOWER PRICES THAN EVER i law, executive vice-president of the Council, 
ee stressed that much of the success of the 
Valentine’s Day programs was due to the 

& : ; : 
time and effort contributed by retailers. 


IT'S A MUST TO SEE US “This wholehearted cooperation on the part 


of retailers has been a major factor in our 
DURING MARK ET WEEK work of helping move more goods over more 

counters. We look forward to continuing 
to work with you just as closely in this and 


(December 8 to 14) future programs. As you well know, the 
Council was created in answer to the ex- 


AT OUR SHOWROOM pressed need for a central agency to co- 


ordinate all Valentine promotions for the 
H oO T E L McAL Pp I N benefit of all classifications of merchandise. 
This year the poster design is again a true 


34th Street & Broadway ane 3rd or 4th Floor symbol of the Valentine spirit of gift giving. 
It shows three central figures of father, 


* mother and child in a lace-edged heart 
device. The inscription says ‘Remember 

“a % The Ones You Love On Valentine’s Day’.” 

Robert J. Powderly, chairman of the 

a ric & ri n co. NRDGA Sales Promotion Board and sales 


promotion director of Kresge’s, Newark, and 


133 WEST 25TH STREET, NEW YORK CITY 1 Howard P. Abrahams, manager of the 
? ° NRDGA Sales Promotion Division accepted 
Telephone: WAtkins 4-8277-8-9 the presentation on behalf of the board. 
They said that they viewed the new poster 
with considerable interest because they had 
watched the tremendous strides this par- 


SIGNS FOR EVERY NEED ticular promotional period had taken in the 
Resco | last few years as it grew in retail signifi- 

CHANGEABLE LETTER, NAME cance. “As a matter of fact,” Abrahams 
y pointed out, “we observed more stores de- 

STRIP OR CORK! ' veloping Valentine promotions this year 


; ‘ i than ever before and this was the subject 
<a Bag Mwy ean flea yo Fy of much discussion at the last NRDGA 
latest Acme catalog on Sientmetna and m ¢ convention. I noticed the other day that a 
bulletin boards for department stores survey made of relative standings of retail 
and menu boards for cafeterias. There ard promotion periods listed Valentine’s Day 
is no obligation and no salesman wili as third—right after Mother’s Day and 


call. | Father’s Day and of course excluding 
Christmas which is in a class by itself at 


f ! the top. With the display and promotion 
™ J 

Mlle tthe mane i assistance of National Valentine’s Day 

4 pS. ¥. ‘ ; Council, it is obvious that thousands of 

* : ( additional stores will take advantage of 

BULLETIN COMPANY this sales and profit making opportunity in 
1952.” 

Abrahams went on to say that the Sales 


Promotion Division had closely observed 
the work of the Council from the very be- 
ATTEND OUR ginning because it was felt that this period 
was the logical bridge between Christmas 


SHOWING OF A HIGH-QUALITY and Easter. 
POPULAR-PRICED LINE OF ARTIFICIAL A free brochure on the 1952 program 
FLOWERS, SET PIECES, AND may be obtained by writing to National 
DISPLAY UNITS Valentine’s Day Council, 350 Fifth avenue, 
Market Week, December 9th to 13th, 1951 New’ York Ci: 1. 


HOTEL McALPIN Display Studio Opened 
34th and Broadway, N.Y.C. By Burnhams 
A display studio has been opened in At- 
MET-WOOD DISPLAY CRAFT ata by KVP. Bar, ho resigned 
58 MIDDLE ROSE STREET TRENTON, N. J. J. P. Allen Company, of the same city. 
SERVING JOBBERS ONLY He will be assisted by his wife, who is an 
artist. 
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DISPLAY WORLD 


NADI News 


By JOHN F. BOWMAN, JR. 
Managing Director, National Association of Display Industries 


HANKS .. . to the management of 

DISPLAY WORLD for this oppor- 

tunity to have members of the National 
Association of Display Industries enjoy a 
public forum for the discussion of their 
problems and to exchange information of 
benefit to each other. This will be a regu- 
lar feature each month and the page is open 
to all NADI members to use for spot 
announcements, news of personnel changes, 
special information to the trade, questions, 
answers (if available), and anything else 
that comes under the heading of benefit 
to the whole display field. 

Members of the NADI can use this page 
for comments, suggestigns, release of new 
products, complaints, sources, etc. Every- 
thing included will be subject to date of 
receipt and space available. If there is a 
release date on any subject please include 
it when the information is sent in direct to 
the office of the NADI. A competent edi- 
torial board will screen the items and pre- 
pare them for publication. The Board of 
Directors of the NADI are enthusiastically 
behind this project and every member will 
find that this page will provide an addi- 
tional outlet for product information, pub- 
licity, special announcements and every 
other bit of news that can be of interest 
to the display fraternity. 

This first page is being written imme- 
diately prior to wrapping up the December, 
1951, Market Week planning and prepara- 
tion. There is a complete story on this 
event on another page of DISPLAY 
WORLD so it is not covered in this section. 
Check the story for your own information 
and data on the facilities being used at the 
Hotel New Yorker during December 9-13. 

Since this is something of a “kick-off” 
page it is mainly devoted to miscellaneous 
information gleaned in the past few months. 

Every one is interested in business re- 
ports and the data at hand indicate that, 
after a slow start, the market for display 
items during the fall and Christmas seasons 
has been good over most of the country. 
By the time this appears most of the mem- 
bers will be up to their necks in shipping 
problems that will not be helped by some 
of the threatened stoppages in the trans- 
portation fields. A railroad strike is in the 
air although not much definite information 
on it is in the open. We heartily recom- 
mend some standby arrangements in the 
event express shipments are curtailed. 

Discussing the heavy commitments for 
the Christmas season with display factors 
from New York City to Los Angeles 
brought out the following information: 

Allied Display Materials, Inc., New York 
City ... Ahead of 1950. 

Dave Starkman Display Center, Los 
Angeles . . . Well ahead of 1950. 

Garrison-Wagner Company, St. 

. About even with 1950. 

Ben Walters, Inc., New York City ... 
Ahead of 1950. 

Formo Displays Company, Burbank, Calif. 

. Ahead of 1950. 


Louis 


Brunn & Bertheim, New York City 
About even with 1950, 

W. L. Stensgaard & Associates, 

About even with 1950. 

Arkow-Lewis Associates, Philadelphia . . . 
Ahead of 1950. 

Some members reported a drop in booked 
business during the months of August and 
September but indicated that they antici- 
pated a late demand for their products. If 
any evaluation can be made of the general 
picture it would be based on display budgets 
which have, for the most part, remained the 
same during the past two years. Since 
increased costs of shipping have been 
experienced there has been a consequent 
reduction in the amount of the budget 
available for the purchase of display 
properties. Such reduction has _ not 
amounted to much change dollar-wise but 
it has been reflected in a slight down- 
grading of quality as purchased by buyers. 


Chicago 


Last month the final decision of the Inter- 
state Commerce Commission on Railway 
Express rates was made effective. Originally 
there was a request to increase rates on 
so-called “balloon” items as much as 300 
per cent. The light weight and bulky nature 
of most display items brought this industry 
directly into this question. Also affected 
were the millinery field, florists, the garment 
industry to some extent, and other related 
manufacturing groups whose products are 
lighter and bulkier than the general class of 
shipments that were handled by the express 
company. While the final decision raised 
rates in general, the particular applica- 
tion to “balloon” items was pretty well 
watered down. A general increase of about 
1l per cent was allowed, which followed 
the original principle that the rates were 
based on the cost of carrying all classes of 
merchandise and not that certain classes 
should be rated on a special basis. 

This action before the Interstate Com- 
merce Commission was carried on in con- 
junction with many industries through a 
unified legal staff on which the NADI was 
represented by John Burchmore, a former 
member of the commission who had exten- 
sive experience in hearing similar problems. 

Labor relations are approaching a con- 
crete status for all manufacturers and sales 
organizations dealing in display items. 
While union shops are in the minority out- 
side the New York area it is becoming in- 
creasingly apparent that producers will be 
required to deal more extensively with 
union representatives in the coming months. 
Some shops have partial union problems. 
The political results in 1952 will probably 
determine the future status in this field but 
it seems apparent that no back-tracking 
will eventuate. 

Names: David Stromberg (The Mutual 
Display Manufacturing Company, Cleve- 
land) is still inactive as a result of his 
hospitalization during the summer of 1951. 

William M. Zeppen-Field, (Zeppen-Field 
Studios, Hollywood) died September 18. 








OUR 
VALENTINE 
EASTER 
SPRING 


lines are now being made ready. 
Our salesmen will call on you shortly 
to present these beautiful new lines. 


y Flowers-Foliage 


GE€N€RAL 
DISPLAY 


cm DR PORATION lon 


Choice territories of East coast, Midwest 
and West coast available for sal with 
following. Write giving complete informa- 
tion. 








with #400 


GET CUSTOMERS IN 
A BUYING MOOD 





nhance fall and winter dis- 
citi with $400. CRYST-L- 
~ B pene base 


and thangs ap Sock te Rese Tite CRYSTA-CRAZE! 
PTS. $1.75—QTS. $3.10—GAL. $10.90 
Orders $10 or more postpaid Los Angeles 
FRY PLASTICS £O., 7826 S. Vermont, Calif. 








FRY pr o Dept. 01 
7826 So. t, Los Angeles 44, Calif. 
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COLORS 
NOW AVAILABLE IN 


107 IN. WIDE 


Bulktou SEAMLESS 


da 





To meet the 


ds of designers and 


decorators of fashion-conscious and sales 
promotional stores from coast to coast. 


Bullkton ADDS 


S Mk 


SEAMLESS 
COLORS 


33 colors to choose from to plan color 
schemes that can complement the mer- 


chandise and also 


create sharp contrast 


for a forceful impression on the window 


shopping public. 


(*NEW COLORS) 


*Old Rose 
*Sun Lime 


*Regatta Blue 


*Mint Green 
*Orchid 


*Tea! Blue 

*Pink 

*Aqua 
Desert Rose 


Atmosphere 
Blue 


Andes 
Emerald 


Chartreuse 
Seatone 


Gala 
Turquoise 


Persian Lime 


Alaska Blue 


107 in. x 12 Yds. 
107 in. x 50 Yds. 


BULKLEY, DUNTON & (CO., INC. 


295 Madison Ave., N. Y. 17, N. Y. 


Jasmine 
Clover Green 
Orange 
Tanbark 
Harvest 
Burnt Ochre 
Garnet 


Forsythia 
Yellow 


, Deep Green 
Red 
Melon 
White 
Deep Blue 
Pursuit Grey 


Dove Grey 
Thunder Grey 


Black 


....$ 7.50 per Roll 
....$29.20 per Roll 
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Entries Pass ‘50 Mark 


HEN the total number of entries 
MA inet by the end of October was 

computed in DISPLAY WORLD’s 
International Display Contest for 1951 it 
was found that 2,611 had been received. 
Thus, with several weeks to go before the 
contest ends on December 15, more entries 


| have been made in this year’s competition 


than was received for all 1950, during which 


| time 2,567 display photographs were entered. 





Every state in the Union is represented 
this year, as well as Hawaii, and a dozen 
foreign countries. The displays cover prac- 
tically every major form of merchandise and 
service. 

At this time it is necessary to remind 
DISPLAY WORLD readers that there are 
few short weeks remaining before 
the contest closes. Those who prefer to 
wait until near the end of the contest 
before submitting a group of photographs 
None received after 

will be eligible for 


only a 


should do so now. 
midnight, December 15, 
the awards. 

Full details concerning entry in the con- 
test appear elsewhere in this issue. Sum- 
marized, they state that the contest is open 
to any displayman in any store. Entry is 
by means of a black and white photograph, 
preferably 8 x 10 inches in size, and 
unmounted. There are 98 classifications in 
which entry may be made, covering a wide 
range of merchandise and displays of dif- 
ferent types. 


—This display by Harold McLoren, display 

director for the Bon Marche, Seattle, was 

awarded the gold medal for the best entry 
received during the month of Octobor— 


In each classification three medals will be 
awarded by DISPLAY WORLD—gold for 
first place, silver for second, and bronze for 
third. Additionally, three points will go 
with each gold medal awarded, two with 
the silver medals, and one with the bronze. 
The individual compiling. the greatest 
number of points will receive a beautiful 
gold plaque, suitably inscribed; runner-up 
will be sent a plaque of silver, and the third 
place winner will receive bronze. 
Judging will be done by well known authori- 
ties in the field. 


one of 


Each month during the contest a gold 
medal is awarded for the entry received 
during that time and judged best for that 
period. This month the award, which does 
not count so far as the point total at the 
end of the contest is concerned, goes once 
more to Harold McLaren, display director of 
the Bon Marche, Seattle, who also won the 
gold medal for entries received during 
April. The display so honored is pictured 
above. Noteworthy is the use of ten mane- 
quins casually posed and without any ap- 
pearance of crowding. Autumn leaves cov- 
ered the grass mat flooring and in the back- 
ground was a tree and fall foliage. The 
only other properties were a lamppost and 
the dog whose leash was held by one of the 
mannequins. The naturalness of the setting 
is perhaps its chief attribute, plus the con- 
siderable quantity of merchandise shown 
from a number of angles. 

Judging will take place on the entire 
contest within a few days after December 15, 
and the final results—together with illustra- 
tions of a number of the winning displays— 
will appear in DISPLAY WORLD ’s issue 
for January, in the mail January 15. 
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Type Specimen Book 
Now Available 

A type specimen book has been published 
by the Western Typesetting Company, 928 
Central avenue, Kansas City, Mo., that 


should prove of much benefit to all users 





of type and lettering. The 220-page book 
shows the number of characters per pica 
for both caps and lower case on all speci- 
mens up to 36-point. Pages are laid out so 
that a sizeable block of copy is shown of 
over 1,200 faces and sizes. The book cost 
well over $5.00 per copy to produce, but is 
offered free to potential customers. 


Robert Haupt Called 
For Military Duty 


Robert Haupt, Jr., on the display staff 
of Hutzler Brothers, Baltimore, has been 
called for active service in the armed forces. 


Collier's Article Mentions 
Bergdorf’s Display 

Retailing at swanky Bergdorf Goodman's, 
in New York City, was the subject of an 
entertaining article in Collier's magazine a 
few weeks ago. Display was mentioned 
as maintaining the plush atmosphere of the 
store, and Tom Lee, of Tom Lee, Ltd., was 
credited with the displays. 


Unusual Display ' Props" 
To Do Double Duty 

Several live crocodiles which Bert Levi, 
display director for the 56 shoe stores in 
the chain of Casa Tonsa, Buenos Aires, 
received from a friend were put to good use 
as part of a series of window displays to 
dramatize this particular leather. But Levi 
saw a still further use for the reptiles. 
After they had served their display purpose 
he had them made into shoes which he 
presented to a number of his friends. 


"Nodding Acquaintance” 
For Trade-Mark Letters 

A new motion display for “PM” whiskey 
makes use of two foot-high “Dayglo” letters 
P and M which hold highball glasses over 
a view of a city and nod back and forth as 
if saluting each other. A miniature of the 
display is designed for counter use. 


DISPLAY WORLD 


Peg-Board — the Quick, Easy Way 
to Display Any Product With Impact 


For effective display of any type or kind of product, Peg-Board is the ideal combina- 
tion of pleasing decoration, practical utility and genuine economy. Whether you use 
Peg-Board in window or interior display, you'll find it shows more merchandise to more 
people — and at a savings in time and money. 

Peg-Board is simple and easy to use. As simple as the hook and eye, Peg-Board 
Fixtures can be attached to the “Board” in any position desired, and in less time than it 
takes to tell about it. When you want to change “Peg” ——— merely slip out the 
fixtures and slip them into new positions ... no tools required . . . nothing to go out 
of order . . . nothing to require replacement. 

Three | types of “Board” and over forty different “Peg” Fixture designs are available 
to hold shirts, hats, lingerie, tools, towels, tires, shoes, literature ; in fact, almost anything 
that can conceivably be hung or susp Only g Peg-Board offers such a wide 
variety of fixtures. 

Make it a point to see the Peg-Board displays at the NADI Show or write us for 
complete information and prices. 








See Peg-Board Displays at the 
NADI Show Dec. 9-13 


ROOM 603, HOTEL NEW YORKER 











For Complete Information on Peg-Board, Write for Broadside No. 13-D 


GARRISON-WAGNER CO. 


2018 WASHINGTON AVE., ST. LOUIS 3, 











USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED 
POSITION VACANT 

USED DISPLAY EQUIPMENT 
FOR SALE 
REPRESENTATIVES WANTED 


$3.00 Per Column Inch 
CASH WITH ORDER 


DISPLAY QUIZ 


Where will 
you meet the 
nation’s top 
display directors? 

















e « When Writing Advertisers Please 


Mention DISPLAY 
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Harvey's Display Gets Plug 


For Attractive Window Settings... ||» mecezrine ric 


A recent article in the Saturday Evening 
DISPLAY OUR REALISTIC IVY Post paid tribute to display at Harvey’s, 
Nashville, while describing the store’s opera- 
tion. Harvey’s promptly installed a window 
There are no seasons sa worry about display in which the magazine was given 
and they are so economical. prominent publicity. The article said, in 
2 part: 
Our products are used extensively for “The one who has proved the greatest 
home decorations, and we can ideally shock to the old way of doing business in 
serve you for window display. Nashville is one Fred Harvey. He had been 
a buyer and merchandising expert in stores 
We use only the best quality muslin like Lord & Taylor, in New York, and 
for our products, and dye, cut, press, Marshall Field, in Chicago, for 18 years 
and assemble entirely by hand. before coming to Nashville in 1942 to open 
" his own store. There he bought 68-year-old 
We manufacture flowers, as well as Lebeck’s, once the leading local department 
sac inte oll Gelade: Guicit “ol eilil, store, but which had fallen upon evil days. 
reagan mig 2: ee, “Harvey, new to Nashville, considered the 


are shaped into their natural form and old store too conservative with credit, old- 
which can be made washable. Our fashioned in display advertising, reluctant 
Ivy sprays range in size from 24” to to exchange goods once they had been pur- 
"48". Ask for catalog. chased. He was amazed that no store took 
more than one page of advertising in any 
one issue of the local press. Harvey im- 


: “ 
E M yp ! * E A Rg T Pp R @] D U Cc T bY mediately made credit terms easy. He em- 


120 W. CHICAGO AVENUE CHICAGO 10, ILL. ployed a high priced artist (Del LeSage, 
now display director for the Crescent, 
Spokane, was brought from the Marshall 


x** * * * x**wx«x xx *« xn«n« « *« * * Field store in Evanston to head display for 


Harvey's soon after the store was bought— 
AT LAST! 


Ed.) to handle displays and trumpeted that 
no sale was completed until the customer 
was satisfied. He took up to 20 pages of 
ALL PLASTIC CHILDREN’S 
MANNEQUINS 
.-. at low low PRICES! 


advertising a day in each of the two local 

ilies, as well as full pages in the New 
York Times. 

One of 60 different styles in different sizes 

and models. SEND FOR ADDITIONAL 

INFORMATION! 


“He coined a slogan, ‘It’s Fun to Shop at 
ATTENTION JOBBERS: Write for prices 


Harvey's’ and went ahead to make it so 
and catalog photos of our complete line. 


by painting interiors garish shades of pur- 
CHOICE TERRITORIES .. . still available 


ple, orange and red. He built the biggest 
department store electrical signs in the 
if you inquire now about our profit-making 
jobber's set-up. 


South and put out posters for hundreds of 
GOLDSMITH & SONS, Inc. 


miles. He decorated his store with re- 
330 Broome Street New York 2, N. Y. 


gilded horses from an old and famous local 
> an. an ah ah ah ae ae a ah a a a a a a oe oe 

















carousel, with wooden Indians, and he in- 
| stalled sliding boards in the children’s shoe 
| department. He gave employees a five-day 
| week with six days pay, which he adver- 
| tised widely, and put wooden benches with 
‘Harvey's’ painted across the back at bus 
stops throughout Nashville. 

“Because of all this, Harvey’s store, which 
grossed only $463,000 and lost $250,000 the 
year before he bought it, grossed about 10 
million dollars last year, with a net profit 
after taxes of $500,000. 

. and all this has come to pass in 
sedate old Nashville, where not many years 
ago the polite populace viewed with alarm 

the first store that installed cash baskets 
Santa Claus WIG & BEARD sets that ran on a track to carry money from 
the clerks at the counter to the cashier on 


made of 100% DuPont NYLON the mezzanine.” 


FLAMEPROOF — WASHABLE — COMBABLE 
These superbly styled, pure white, non- 
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Adler Display Studio 

fading wig and beard sets of 100% Nylon In New Location 

Hair are o ppwrn-ncs to give them the The Adler Display Studio has moved from 
most natural appearance possible. They 1,600 square feet of space at 900 Linden 


are soft, non-inflammable, and can be 
washed and recombed. The beard is cap- 
proximately 15 inches in waved length. 


avenue, Baltimore, into nearly double that 
space at 619 West Franklin street where 

$25.00 F.O.B. N. Y. new equipment is being installed. The firm 
We also manufacture display Manikin makes motion displays, specializing in those 
Wigs out of Nylon and other materials. suited for financial and similar themes. It 
also produces commercial booths for exhibi- 


MEYER JACOBY CORPORATION tions, and signs of all types. Howard L. 


34 W. 20th St. New York II Adler is president of the company. 














NOVEMBER, 1751 


Display Credit Association 
Formed At New York 

Recognizing the credit problem faced by 
display manufacturers and suppliers as it 
concerns dealings with display jobbers, 
Maxwell A. Sturtz, counsellor-at-law and 
a specialist in industry collection problems 


and practices, called a meeting October 16 | 
of the New York City display houses to | 


discuss this vital business problem. The 
meeting was held at the Brown-Princeton 
Club, with an attendance of nearly 25 repre- 
sentative display companies. After much 
discussion of the various aspects of the 
difficult credit situation in the display job- 


bing field, it was decided to form a credit | 


organization, with participating companies 
paying an annual fee of $100 for this needed 
service. 

Nathan Silverblatt, manager of DISPLAY 
WORLD, was a guest at the meeting and 
recited his long experiences in this field. 
Participation in the discussions was quite 
general and yielded a great deal of helpful 
information to all present. 

The favorable interest displayed at this 
meeting has resulted in the formation of 
the Display Credit Association, Inc., with 
offices at 251 West 42d street, New York 
City 18. Sturtz will be the executive direc- 
tor. Display companies interested in this 
service may write direct to the association 
for full information. 


Hosiery Merchandiser 
Deters Pilferers 

A new self-service display rack, particu- 
larly designed to sell hosiery in super- 
markets, has an anti-pilferage device built 
into it which sounds a chime each time a 
package of the hose is taken from the dis- 
play or the samples are touched. It is now 


undergoing tests to determine whether or | 
not customers will receive it without objec- | 


tion, and the response thus far is said to 
be favorable. Holly Mills, Inc., Mount 
Holly, N. J., is sponsor of the unit. 


Magnanis Now With 
Goldsmith & Sons 

Goldsmith & Sons, display fixture firm at 
332 Broome street, New York City, has 
acquired the services of George Magnani, 
former owner and sculptor of Magnani 
Mannequins, and Mrs. Magnani, who was 
artist and wig designer for the same firm. 

Sam Goldsmith has announced plans to 
present a new line of Magnani figures 
early in December, to be displayed at the 
company’s showrooms at the address men- 
tioned above. 





MARKET WEEK 


DECEMBER 9-13, 1951 
SPRING & EASTER LINES 


HOTEL NEW YORKER 
NEW YORK 


DISPLAY WORLD 











SIGN and DISPLAYMAN 


INSTALL your displays —tack up signs—fasten mer- 
chandise — in less time — with less effort. Use HANSENI 
Note these “plus” features: 

1. Self-contained. Hansen is a pletely self-contained 
unit. Loaded, ready for instant, tinual use. Reloaded in 
seconds. 

2. Easier Operation. Balanced design. Fits naturally in 
hand. Easier to grip and operate. 

3. Quicker Servicing. Take-up Jaw (exclusive Hansen fea- 
ture) opens and closes instantly for cleaning channel — in 
less than a minute! 

Weighs only 1% Ibs. Fits pocket (when hold-down 
spring is used). Holds 140 staples (model T-3). Built 


for years of active service. 
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eet ad MANNEQUIN WIGS! e 
OPPORTUNITY EXCHANGE NNEQ| i lta 7 REPAIRS! ; 


For any WANT AD purpose: order; lowest prices. Old wigs mode 


Sa, Fest service 


POSITION WANTED POSITION VACANT Try wl 


DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED Pe ee ee ee Bom | 
$3.00 Per Column Inch — CASH WiTH ORDER 964 21ST STREET SAM PEORO, CaLip 

















SEE YOU AT THE SHOW 
ROOM 


942 


HOTEL NEW YORKER 


FORMO DISPLAYS 


3910 COHASSET — BURBANK, CALIF. 
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A combination of plastics, rubber and other 
chemicals. Not papier mache. 

We make our own dies so small runs of a few 
hundred special displays are feasible. 





THE SUCCESSOR TO DECALS! 


We manufacture SELF ADHERING LEATHERTONE — 
adheres to glass, mirrors, etc., without use of adhesives. 
Comes in all colors and clear transparent. Your message 
or display can be printed or silk screened. This Bra Form is a stock item 











Send for samples, prices, etc.| and list of printers 
and fabricators in your vicinity. 


260 TREMONT STREET 
© LNC. BOSTON 16, MASS. 








DEPENDABLE QUALITY 
For EXCELLENT RESULTS 


SAMPLES ON REQUEST 


National Card, Mat & Board Company 


4318 Carroll Avenue 11422 South Broadway 
Chicago 24, Illinois Los Anaeles 61, Calif. 
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co Increase Display Beauty 


MOBS ace 
ye-catching Beauty with 
MMS parattet (Fiexible) MIRRORS 


—e sales catching—these glass mirror 
sheets fit any size and shape column, 
pedestal, fixture, background, letters, etc. 
Mirrors can be cut as small as '4"" to 4" 
square or rectangle. Parallel's special back- 
ing makes possible its famous 'Cement-to- 
Glass Lock'’ process which firmly adheres 
PARALLEL MIRRORS to any surface. 
Write today for colors, samples 
and prices. 


PARALLEL MFG. CORP. 


Dept. E, 15 Spruce St., N. Y. 38, N. Y. 
CO 7-4332 
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$3.00 Per Column Inch — CASH WITH ORDER 
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Fishing Display 
Draws Thousands 


One of the most unusual fishing tackle 
displays ever installed was used some time 
ago by John Myerly Company, Hagerstown, 
Md. Unfortunately a photograph is not 
available, but the window was given over 
entirely to a scene along a well known 
trout stream in the neighborhood and was 
equipped with constantly flowing water, 
live trout, rocks, greenery, and a blown-up 
background made from a photograph taken 
by the store proprietor. This is how a local 
newspaper described the display: 

Since it was installed two weeks ago the 
spectacular window display of the John 
Myerly Company in the Myerly building 
has attracted many thousands of viewers. 

It is estimated that more than 5,000 people 
studied the window the day the wraps were 
taken off (Hagerstown has a population of 
33,000). Those who have not viewed the 
display as yet will have an opportunity to 
see it day or night during the next several 
wecks. 

Myerly intends to keep this window for 
similar displays, changing with the seasons. 
Displays will feature merchandise from the 
fast-growing sporting goods department 
which carries the top-name brands in fish- 
ing tackle, hunting, and athletic goods. 

In determining the type of window to 
install, John Myerly took into considera- 
tion the fact that it should be different 
from the general run of regular or dramatic 
merchandise presentations used throughout 
the year. 

They figured one of the best ways to 
stimulate interest and sell fishing tackle 
would be to show the action of the sport 
in the most realistic way possible. 

To transplant a sizable chunk of nature 
into a small store window is no mean under- 
taking. 

A hundred ideas were rejected for every 
one used. John Myerly, who supervised the 
project and did considerable of the actual 
work on it, exercised a stubborn veto on 
every suggestion that would give any arti- 
ficial touch. 

It may be true that trifles make perfection 
but in this case every trifle had to be evalu- 
ated and give the correct answer to the 
question: Is it natural and does it belong? 

To help attain unblemished realism there 
is no merchandise, as such, in the window. 
The fishermen wear the same old beat-up 
clothing any fisherman would be seen wear- 
ing around here and the camp-stove and 
cooking utensils are right out of the kitchen 
pantry and the attic. 

The locale chosen for the setting is 
nearby Hunting creek, only trout water in 
the section restricted to artificial fly fishing 
This stream passes through some of the 
wildest, most rugged and picturesque terrain 
in western Maryland, which is noted for the 
quantity and beauty of its mountain scenery. 

And if you happen to be standing in front 
of Myerly’s window at the right moment 
you'll see some of the speckled beauties 
leaping over white water, sometimes jump- 
ing a good 20 inches into the air to land 
4 feet up stream. 

The continuing liveliness of all the trout, 
from the 4-inch fingerlings to the 12-inch 
ones, seems to be good proof that Myerlys 
has succeeding in creating what is probably 
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as perfect a simulation of their natural 
habitat as it is possible to produce in a 
store window or anywhere else. 

The same meticulous thoroughness that 
attended every visible feature carried 
through to matching Hunting creek’s year 
around temperature of 54 to 60 degrees. 
This same temperature is recorded at the 
Beaver Creek hatchery from which the 
trout were obtained. Myerly keeps the 
window stream cool by refrigeration coils 
concealed beneath the rocks of the stream. 

Only one detail remains to be added. 
Sound effects, an hour long tape recording 
of day-break bird calls, chatter and song, 
mingled with the sound of water over rocks, 
will be amplified through a device attached 
to the glass of the window which acts as a 
sounding board. This will follow shortly. 

These are the answers to the questions 
asked most frequently concerning the dis- 
play: 

No, we are not wasting thousands of 
gallons of city water. Only 120 gallons of 
pure water froni a city park spring are 
needed for the window stream. Every 
minute 20 gallons of water gushes over the 
rocks, so the entire supply is circulated 
every six minutes. Trout could not sur- 
vive in chlorine-treated city tap water. 

The fish are all rainbow trout from the 
Beaver Creek hatchery. 

Fish will live indefinitely in the same 
water so long as it is constantly and suffi- 
ciently aerated and kept cold enough. 

Yes, there is a metal tank to hold the 
water. You can not see the tank, which 
is 160 gallons capacity. Part of the ca- 
pacity is displaced by growing plants, and 
almost a ton of rocks and pebbles from 
Hunting creek. 

Refrigeration coils, concealed beneath 
rocks of the stream bed, maintain a con- 
stant temperature of 54 to 58 degrees. 

Inlet and outlet pipes are hidden under 
the stream bank along the window glass. 
At two locations, 5 feet apart, water goes 
back into the stream between and over 
rocks. 

Pump to circulate the water is under the 
post carrying direction signs. 

Yes, the picture was hand colored by 
John Myerly. It was enlarged 38 times from 
a 4 by 5 negative he made Sunday, May 6, 
1951. 

Installation time: Roughly 450 to 500 
hours. Worth it? Myerly believes the re- 
sults are worth every minute of time and 
every penny of cost. 


Trophy Is Presented 
To English Displayman 

To encourage good display among the 
stores of Merseyside, a magnificent silver 
rose bowl has been presented for annual 
competition by Alderman A. Ernest Shen- 
nan, chairman of the Liverpool, England, 
Constitutional Association, to the North- 
western area branch of the British Display 
Association. 

First recipient of the award is George 
Breeze, director of display and store equip- 
ment for all of Lewis’s stores throughout 
Great Britain. He has been with the firm 
for more than 25 years. Presentation of 
the bowl, which is to be awarded each year 
for meritorious display, was made at a 
dinner dance in the presence of the Lord 
Mayor and Mayoress of Liverpool. 
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INTRODUCING... 





Now, for the first time— 
Low Cost Blacklight 
Fluorescent Advertising 


@ 24 SHEET POSTERS 


Advertisers can now hove 24 sheet biacklight posters at a low cost 
per poster for the fluorescent material. Apply FLOR-ES-IT to the 
back of lithographed, printed or silk screened posters. The 
entire display bursts into brilliant fluorescence under blocklight 
—even four color halftones! All-over or spot fluorsecence—which- 
ever you want, 


COUNTER AND WINDOW DISPLAYS 

lithographed window displays become spectacular biacklight dis- 
plays when FLOR-ES-IT is applied . . . and at a cost of only a few 
cents per display. Silk screened displays on heavy board become 
blocklight disploys when FLOR-ES-IT is applied to the surface. 


LOW COST DECORATIVE MURALS 

FLOR-ES-IT makes blacklight murals ilable at o 
price within the reach of everyone. Wallpapers of any design 
become blacklight murals when coated on the front or back with 











FLOR-ES-IT. Photographs and halftone illustrations coated with 
FLOR-ES-IT, give ding three-di iono! effects. 





* Patents Applied For 


SEND FOR ONE PINT 
SAMPLE BOTTLE— 
ONLY $2.25. Also 
complete information. 


FLOR-ES-IT may be 
easily applied with 
ordinary paintrolier, 
spray gun or point 
brush. Experimen- 
tation will tell you 
the best method of 
application for the 
porticulor job. 
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USE THE INTEREST 
AND EYE APPEAL 


OF 
REED and RATTAN 


FOR 


ARRESTING DISPLAY IN 
WINDOWS AND INTERIORS 


Stop in and say hello during Market Week at 
the New Yorker Hotel in New York City, 
December 9, 10, 11, 12, 13. We'll be in 
room 531 as always. 


A. LUTZ 


3 West 18th Street @ 


New York 11, N. Y. 


e CHelsea 2-6264 
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.. Flew nat Complete es ee of 


SPRING AND EASTER 
DISPLAY DECORATIONS 


on display in our| showroams 
during 1) Roket Wek. bag SHIREY JE 9-13 


e DISPLAY FABRICS e DISPLAY PAPERS 
e DISPLAY FLOWERS e DISPLAY NOVELTIES 
@ AND, OF COURSE, THE SENSATIONAL ARROW LINE 


You are Cordially invited 
Special attention to jobbers — be sure to visit us. 


JAMES A. COLE COMPANY, INC. 


235 FOURTH AVENUE (Corner 19th Street) NEW YORK CITY 3 











MODULE-MASTERS 
F 


° 
Space... Time... Design 


DECA-POLE 
DECA-MODUAIRS 
SELF-PAC EXHIBITS 


Plans and designs for merchandise promotions, sales meetings, 
exhibits, point-of-sale pieces, processed, lithographed, custom- 
built units. 

Created and distributed by 


ADVERTISERS DISPLAYS & EXHIBITS 


2028-32 Washington Ave. Central 3170 St. Louis 3, Mo. 








UNUSUAL Hee 


ORIENTAL — MOUNTAIN 
DEEP SEA— DESERT OPPORTUNITY 


Arrangement—Decoration— EXCHANGE 


Display 
For any WANT AD purpose: 
Wreathmaking MATERIALS POSITION WANTED POSITION VACANT 


“MAK AMING” USED EQUIPMENT FOR SALE 
Box 389 Colton, Calif. REPRESENTATIVES WANTED 
e 


Fall and Winter price list 
$3.00 Per Column Inch — CASH WITH ORDER 


now ready. 























@ WHEN WRITING ADVERTISERS PLEASE MENTION DISPLAY WORLD e 
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HE small items handled by stationery 

stores are rather difficult to display, 

particularly in a large window, but 
Luis G. de Haro, of Carvajal & Cia, Ltda., 
Cali, Colombia, solved the pro&lem neatly. 
The floor of the window was converted into 
a forced perspective checkerboard in each 
square of which was placed one item of 
merchandise. A small figure of a man stood 
at one side, back to the street, and gazed 
upward at a large eye painted on the back- 
ground. From the eye, string rays led to 
a sales message at the top of the window 
and thence fanned out to — and here was 
the master touch — a complete desk set 
and desk top suspended on the right wall 
of the window at right angles to the shop- 
per’s line of vision. 

... Another line of merchandise difficult 
to display without cluttering up the window 
consists of gadgets for the kitchen. Carl 
J. Richards, McAuslan & Wakelin Company, 
Inc., Holyoke, Mass., used a large wall- 
board background on which he mounted 
small squares at regular intervals, each 
square in turn having mounted on it one 
of the gadgets. Every square had a draw- 
ing showing the merchandise in use. Large 
easels similarly treated stood at each side 
of the window. 

... When the book “The Amiable Balti- 
moreans” was released October 18 in Mary- 
land it was promoted by Kate Coplan, 
Enoch Pratt Free Library, Baltimore, by a 
dramatic setting in which the background 
was a wallboard cutout of a statue shown 
on the book's cover, flanked by two cava- 
liers. Copies of the book completed the 
display, two being shown in circles drawn 
on the upper background. 

.. . Russell C. Kehrt, Jenny’s, gave Cin- 
cinnatians a pre-view of the winter season 
with a giant snowman made of flocked 
papier mache decorated with velvet. On 
his extended knee he held a mannequin in 
a Nettie Rosenstein hooded black suit. The 
background was covered with graceful folds 
of snow-cloth and the floor was heaped with 
plastic snow. Overhead, among branches 
and moss, tiny snowmen and snowwomen 
danced up and down with the aid of a con- 
cealed animation device, while the strains 
of “Frostie, the Snowman” came softly to 
the passerby. This combination of sound 
and motion is used for almost every dis- 
play at Jenny’s, and is frequently supple- 
mented with the aroma of perfume wafted 
from outlets above the window. 

... Harold McLaren, The Bon Marche, 
Seattle, showed gas and electric appliances 
in a circus atmosphere — sawdust-covered 
floor, arena tubs, and a high-wire act in 
which two ludicrous figures of cloth stuffed 
with cotton balanced themselves on the 
wire while using it to hold a washing sup- 
ported by giant clothespins. 

... For a display of millinery at Grands 
Magasins Jelmoli S.A., Zurich, Hans Er- 
hardt built an imitation brick shop front 
into one window and displayed the hats 
therein. Featured prop was an interesting 
conical tree whose base was wicker and 
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whose foliage and branches consisted of 
densely packed fruit of all kinds. 

. A low-cost display for after-dark 
fashions was made by Larry Rutigliano, 
Fernandez & Garcia, Tampa, by using drink- 
ing straws and paper cups strung and hung 
in garlands after being sprayed an antique 
gold shade. 

. For a series of “Harmony of Colors” 
displays, Bert Levi, Casa Tonsa, Buenos 
Aires, used a background of satin, puffed 
and in a different color for each window, 
from which hosiery legs protruded in pairs 
to show the merchandise. In the center of 
each window was a giant golden harp, 
played by two disembodied arms and hands. 
The outlet for each pair of legs was a cut- 
out music note decked with flowers. 

. A window of deep-sea fishing equip- 
ment was dramatized by E. Burton of Harris 
Scarfe, Ltd., Adelaide, South Australia, with 
a background showing a mannequin seated 
in the stern of a fishing boat and playing 
a swordfish. Fishing tackle was spread 
neatly around on a sand-covered floor, and 
the showcard, was placed within the gaping 
jaw bones of a real shark’s head. 

. A fall window by Maxine and Jerry 
Green at Bennett’s, Ogden, Utah, used 
Mother Nature as the central figure. Dressed 
in a white evening gown, she held a gold 
wand and was seen mixing up the new 
autumn colors in a large glass bowl held 
by an elf. This bowl was filled with a red 
liquid and dry ice, creating a foaming, 
bubbling effect enhanced by a _ spotlight 
from below. In the center of the display 
was a small water wheel turned by a stream 
of water pouring down a metal flume into 
a pool below. The built-up portion holding 
the wheel was of wood and chicken wire, 
covered with real moss gathered from a 
local river. Small elves made of chicken 
wire forms covered with “Celastic” stood 
nearby or fished for the goldfish in the 
pool. 

. An animated autumn scene by Nor- 
man Jopson, Wallis & Co., London, Eng- 
land, was dramatically suggested by a real 
waterfall, seasonal birds, a dog, and bits of 
purple heather for a showing of fall coats. 
The waterfall was in the center of a mound 
of rocks, earth and fern, the water dropping 
gently from one level to another. Oddly 
enough, each water outlet was the opening 
of an old bust form which lay on its side; 
to disguise the nature of the forms they 
were coated in tar and then covered with 
sand and pebbles. 

“Style and quality from ail angles” 
was the background slogan of a display of 
men’s suits at Levy Brothers, Louisville. 
Howard Bumba covered the rear ot the 
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MORKUWSBLL oll POEAY L4 LEVER TACKER 


uses 
4 SIZE STAPLES 
5/32” L4A SHORT for tacking crepe 


and cloth on thin hardwood 
panels. 


MORE USE 
MEANS 


MORE VALUE 


1/4” L4A for tacking signs, posters, 
and broadsides. 


3/8” L4C for tacking cardboard and 
heavier material used in display 
work, mannequin forms. 


1/2 L4D for tacking and mounting 
on fibre board backgrounds, 
heavy screen wire, Canvas, 
appliqued letters. 








(For information on other staplers and marking devices write) 


MOARKWSLL 


. D-W) Industrial Products Division 


200 Hudson St. 


RU TACKMASTER 
light e rugged e compact 
Easily fits in 


pocket weighing 
only 20 oz. 


Staple remover 
on rear. No need 
to carry around 
pliers. 


: | Fast / 


in har to reach 


FREE 
PARTS & Bis NO CHARGE 
users of MARKWELL TACKERS & MARKWELL STAPLES 








Loads 200 RU 3/16” and 
RUD 5/16” MARKWELL STAPLES. 








NOW FOR THE FIRST TIME! 


We bring you our “Ladythal” full 
round lucite millinery heads, beau- 
tifully mounted on a lucite base. 
Aimost life-like in appearance, 
with amazingly detailed features, 
including tilting neckline, eyes, 
nose, ears and hair lines. 

A guaranteed sales aid to any 
line of millinery. Give your sales 
a boost and cash in today! 
Available in three colors: Clear, 
Flesh, White. Packed individually, 
any color, 6 to a master carton 
to insure safe delivery anywhere. 


Ladythal No. M500 
$2.95 
82: 
WRITE NOW FOR THALL'S NEW MILLINERY DISPLAY CATALOG. 
Contact Your Local Display Jobber or Write to Us Direct 


THALL PLASTIC ENGINEERING CO. 


153 CHAMBERS STREET, NEW YORK 7, N. Y. 
CANADIAN OFFICE: THALL PLASTICS, LTD., BOX 105, STATION 4G, PINE AVENUE, MONTREAL 














WINDOW DISPLAY ) FLASHERS 


M A T E R | A L advertising value to any display. 


BECKER SIGN SUPPLY CO. #, 
319-321 N. Paca St. Baltimore 1, Md. WSS RIVER ROAD 


1¢ com iv. 
RIVER GROVE, ILL. 














SECRETS 


de. TRADE 


SECRETS 
FOR 
DISPLAY MEN 


Here's the SECRET of more at- 
tractive CHRISTMAS displays 
that really reflect the spirit of 
the Yuletide season! 


The novel use of Leaded Antique 
glass as a contrast to holiday 
merchandise, is artfully simple. 
Only LITHOPHANE imports the 
genuine muted and mellow tones 
of renowned Cathedral windows 
—faithfully reproduced in Europe. 
Often a simple touch of this 
versatile Lithophane brings mag- 
nificent results to your displays. 
No. 506—25' x 1834" —$12.50 roll. 
At your jobber or order direct: 


GARRISON-WAGNER CO., 2018 Wash- 
ington Bivd., St. Louis 3, Mo 


ADLER-JONES CO., 52! S. Wabash 
Ave., Chicago 5, Ill. 


SHUR-NUFF, INC., 24 So 
Minneapolis, Minn. 


6th St., 


SEND FOR A FEW ROLLS TODAY! 


ISINGLASS VALANCE CO. 


5206 Tilden Ave. * Bklyn 3. N Y 
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window with seamless paper torn into a 
deckle edge and against this mounted three 
coat forms at different angles and leaning 
toward the spectator. Trousers were draped 
at the foot of each form. 

... J. A. Garbarino, J. N. Adam & Co., 
Niagara Falis, showed fall suits in con- 
nection with background screens covered 
with newspaper pages to suggest the news- 
worthiness of the merchandise. 

: At each corner of a fine hosiery 
window Maurice Gray, Rendells, Ltd., Auck- 





TOTAL of 66 members of the NADI 
A have reserved space for the semi- 
annual Market Week which the asso- 
ciation will sponsor at the Hotel New 
Yorker in New York City during December 
9-13. The requests had been received 
through the end of October and_ supple- 
mentary~applications for space are expected 
to bring the total exhibitors to about 75. 
Exhibits will be installed on the fifth, 
sixth and seventh floors of the New Yorker. 
Registration desks will be located on the 
fifth and seventh floors for the convenience 
of visitors. Badges and directories of the 
exhibits will be distributed from the regis- 
tration desks. 
Expected attendance at the event is esti- 














Demand the Oldest Name 
in Electric Turntables! 


ay to-Sho 


ELECTRIC TURNTABLES 


4, 





Your of top 
SHO Electric Turntables are used 

chants throughout the world for trouble-free 
action displays. Sturdy steel construction, 
powerful A.C. motor permit load capacity up 
to 200 ibs. 18” table revolves 3 times a 
minute. iling units and ROTO-WEEL for 
background displays also available .. . 
Build-up fixtures too. 


MODEL 

"712" for 
LIGHTED 
MOTION 


Two-way electric outle permits novel, self-con- 
tained lighting effects or operation of electrical 
devices while table turns. Will revolutionize your 
window trim! 


MODEL "A" 
ROTO - SHO 


Standard for the 
world! The action 
display-way to 
boost your sales. 


See your local jobber, or write us for complete 
catalog of ROTO-PRODUCTSI 


GENERAL DIE & STAMPING COMPANY 
Integrity Since 1919 
Dept. O, 262 Mott Street, New York 12, N. Y. 


mated to about equal that of 1950, when 
some 550 stores and buyers were repre- 
sented. Total registration including mem- 
bers of the NADI and their representatives, 
jobbers, distributors and other display per- 
sonnel may hit about 1,400 with the pre- 
dominance of the attendance coming from 
the East, mid-west and South. 

The association will not sponsor any 
large parties at this market week such as 
was held in connection with the July event 
in Chicago. Plans are already being made 
to incorporate such a feature in the Mar- 
ket Week scheduled for June, 1952, in New 
York. 

A special meeting of the membership of 
the association is to be held on Saturday, 
December 8. This will start off with a 
luncheon followed by a business meeting. 
The board of directors of the association 
will meet a day or two previously. Both 
these meetings will be held at the Hotel 
New Yorker. The time and room location 
will be posted on the bulletin board of the 
hotel on the date of the meeting. 

Agenda for the general meeting will be 
fixed by the board of directors. A new 
method of assigning space for Market 
Weeks will be discussed, based on drawing 
lots for each type of space open for assign- 
ment and the general requirements of the 
individual members. This will probably in- 
volve a commitment for maximum and 
minimum amounts of space and _ specifica- 
tion of type of space desired prior to actual 
drawing for assignments. 

The Market Week exhibits will be open 











during the following hours: 
Sunday, Dec. 9 12 noon to 5 p.m. 
Monday, Dec. 10 9 a.m. to 6 p.m. 
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land, New Zealand, used giant feminine 
legs towering above the mannequin display- 
ing the hose. Ruffled cloth clothed the top 
of each pair of legs to simulate a petticoat. 

... Nettleton shoes were the subject of 
a display by Clement Kieffer, The Klein- 
hans Company, Buffalo, and to dramatize 
their quality he used a series of six back- 
ground blow-ups showing actual steps in 
the footwear’s construction. A seated man- 
nequin was dressed as a shoemaker, with 
his bench at his side. 


Good Attendance Seen 
For Market Week 


Tuesday, Dec. 11 

Wednesday, Dec. 12. .9 a.m. to 6 p.m. 

Thursday, Dec. 13 9 a.m. to 3 p.m. 

Display budgets for the first and second 
quarters of 1952 are being formed now, 
with most reports indicating that they will 
be close to the figures of 1950. Some buy- 
ing for the spring season has already been 
done and volume appears to be building up 
as fast as manufacturers can clear Christ- 
mas production and get their lines in order 
for the spring business. 

Except in some materials which are re- 
stricted by government order the supply 
for manufacturers seems to be in good 
order. Even steel is available but not in 
large quantities and the asking price of 
some operators is far above averages. 
Aluminum foil is again appearing in small 
amounts with some releases authorized by 
the government for waste conversion. 

Since very few display houses or buyers 
make their financial figures available for 
general information it is difficult to assess 
the present prospects of the coming season. 
However, the reports which have been cir- 
culating indicate that business in 1951 held 
closely to 1950 levels. Increases during the 
past year have derived from the opening of 
new retail units for the most part either in 
suburban areas or in expansion of existing 
facilities. Retail business for the balance 
of the year appears to be on the upgrade 
after a spotty August and September. This 
in turn should be reflected in more solid 
purchases all down the line. 

Higher costs of materials are expected to 
show in the price tags that will be attached 
to display items for the 1952 seasons. The 
general increases that have been experi- 
enced in the last year can not be absorbed 
much further in those cases where no re- 
quest was made for percentage increases 
under OPS regulations. Those manufac- 
turers who increased prices in accordance 
with OPS rules have found that the addi- 
tional revenue usually has not met the in- 
creases experienced, particularly in the cost 
of labor. 

The following space assignments have 
been made at the date this goes to press: 
Room Number Occupant 
501-552-553—Allied Display Materials, Inc., 

New York City 
503—Fawnfield Decorations, 

Connecticut 
504—Carrata Mannequins, Los Angeles 


9 a.m. to 6 p.m. 


Georgetown, 
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508—LaVerne Originals, New York City 

511-512—Frederick Weinberg, Philadelphia 

514-515—Earl W. Gasthoff Company, Dan- 
ville, Ill. 

516—Madisonia, Inc.. New York City 

518-519—Walter E. Spaeth Displays, Corona, 
New York 

522-523—Brunn & Bertheim, New York City 

524—Bulkley, Dunton & Co., Inc., New York 
City 

525-526—Favrex Designs, Hackensack, N. J. 

§27-528—Schack’s, Inc., Chicago 


529-530—Arkow-Lewis Associates, Philadel- 


phia 

531—A. Lutz, New York City 

532—Scheuer Creations, Inc., New York City 

533—Doerr & Associates, Portsmouth, Ohio 

536-537—Dave Starkman, Los Angeles 

539—Artistic Displays, New York City 

540-541—Silvestri Art Mfg. Company, Chi- 
cago 

542—Formo Displays Company, Burbank, 
California 

543—Reyburn Mfg. Company, Royersford, 
Pennsylvania / 

551—Ben Walters, Inc., New York City 

601-602—Columbia Display Materials Com- 
pany, Brooklyn 

603—Garrison-Wagner Company, St. Louis 

604—Oltmann’s, Omaha 

605—Creative Displays, Inc., Jersey City 

606—The Mutual Display Mig. Company, 
Cleveland 

607—The Harry C. Cohen Company, Pitts- 
burgh 

608-609—Gustave Rubner, Inc., New York 
City 

610-611-612-614-615—Garrison-Wagner Com- 
pany, St. Louis 

616—L. A. Darling Company, Bronson, Mich. 

618-619—Moortgat Studios, Glenshaw, Pa. 

623—Arrow Display Associates, Philadel- 
phia 

624—Amplex Corporation, Brooklyn 

625—S. Liebmann Studio, New York City 

626—Leo Prager, Inc., New York City 

627-628—Capital Merchandising Company, 
Brooklyn 

629-630—Austen Display, New York City 

631—Plastic Fabricators, New York City 

632—Adler-Jones Company, Chicago 

633—Belmont Display Products, Inc., Phila- 
delphia 

636 (Tentative)—Craftmasters, Inc., Glen- 
dale, Calif. 

637—New Style Studio, New York City 

639—Decorative Novelty Company, Brooklyn 

640-641-642-643—W. L. Stensgaard & Asso- 
ciates, Chicago 

646—R-Tex Company, New York City 

652-653—Zaria, New York City 

701—Reynolds Printasign Company, Chicago 

711-712-714-715—American Fixture & Mfg. 
Company, St. Louis 

716—Staples-Smith, Inc., Brooklyn 

724—Showcard Machine Company, Chicago 

726—Park Lane Fabrics Company, New 
York City 

727—The Greneker Corporation, New York 
City 

728—Swivelier Company, New York City 

729—Kalmo Textiles, Inc.,. New York City 

739—Marrow Mfg. Company, New York 
City 

740-741-742—Timely Service, Inc., Brooklyn 
In addition to the above members of the 

NADI there are space applications pending 

from the following: Bois Smith Studio, 

Butler Paper New York Corporation*, Gast- 
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MANNEQUIN MANUFACTURERS 


If you are worried about the metal situation . . . 
do not stock unnecessarily . . . just buy your 


fittings at... 


127 READE STREET 
NEW YORK 13, N. Y. 
Tel.: WOrth 2-7502 


We have Stands, Shoulders and 


Wrists, Plates, Swivels, Glass 


Flanges, Body Locks . . . Etc., Ete. 


TRY US AND SAVE MONEY! — 

















ROOMS 711° 712 
HOTEL NEW YORKER 
NADI MARKET WEEK 

DEC. 9 THRU 12TH 


KEHOE DISPLAY FIXTURE C0. 


541 MARKET STREET SAN FRANCISCO, CALIFORNIA 


MR. WM. E. KEHOE, exclusive Korrect-Way distributor 




















JOBBERS 
See Room 605 


New Spring Showing of 


ARTIFICIAL FLOWERS 
and SET PIECES 


FOR WINDOW DISPLAY 


POPULAR PRICED 


WITH THAT CUSTOM BUILT 
LOOK OF EXCLUSIVENESS 


HANDLE with Confidence 
SELL with Pride 


SOLD ONLY THRU 
LEADING JOBBERS 


Inquire ABOUT IT TODAY 


YOUR TERRITORY MAY 
STILL BE AVAILABLE 


CREATIVE DISPLAYS 


225 New York Avenue 
Jersey City, New Jersey 














A NEW 


MARBALIA 


BOOK IS NOW READY! 


It contains samples of two 
hundred numbers. 


WRITE IN FOR YOUR COPY 
TODAY 


Samples also available of our com- 
plete line of decorative papers and 
coordinated fabrics, including: 


e TORTOISE SHELL 
e PYTHON 

e ZEBRA 

e LACE EFFECT 

e WOOD EXOTIC 
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hoff Mfg. Company, Inc.*, Henry Hanger 
Company of America*. Arrow Fastener 
Corp.*, Gardner Display Company, Vaughan 
Mannequins, William L. Baer Company. 
*Members recently approved. 

Requests for reinstatement of member- 
ship have been received from the follow- 
ing previous members: Metal Goods Cor- 


poration, St. Louis, and Standard Cellulose 
& Novelty Company, Richmond Hills, N. Y. 


NOVEMBER 1926 

The National Association of Retail Clothiers 
and Furnishers completed arrangements for a 
series of two-week display classes to be con- 
ducted for members in Chicago, Des Moines, 
Boston and Indianapolis. 

Probably the largest cash award ever made 
to an individual in a display contest was 
awarded to David Smith, display director for 
B. F. Schlesinger & Sons, Oakland, for his 
entry in the window promotion sponsored by 
the Kotex Company, Chicago. For winning 
first place in the dry goods store classification 
he was awarded $500—and for having the 
best window in all classifications he received 
$2,000. Contest judges were L. A. Rogers, 
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secretary of the International Association of 
Display Men; Sol Fisher, vice-president, 
Window Display Advertising Association; 
George Cowan, president, The Koester School, 
and Hugh McKay, Lord & Thomas & Logan, 
advertising agency. 

The Los Angeles Window Display Adver- 
tising Association was founded, headed by 
Victor C. Langford, Western Auto Supply 
Company. 

First prize in a “Wearever” aluminum con- 
test was won by Lloyd Higbie, Weed & Co., 
Rochester, N. Y. 

E. H. Furman, formerly assistant display 
manager for the Brown-Dunkin Company, 
Tulsa, became display manager for Caheen 
Brothers, Birmingham. 

Top prize of $200 in a contest sponsored by 
the Stevens Manufacturing Company went to 
Robert S. Seaman, Genung, McArdle & 
Campbell, Mt. Vernon, N. Y.; Morton Hoff- 
stadt, The People’s Store, Charleston, W. Va., 
placed second, and George F. Eckardt, Fowl- 
er, Dick & Walker, Wilkes-Barre, Pa., and 
W. Bartikoski, First Street Department 
Store, Duluth, tied for third. 

L. S. Plaut & Co., Newark, announced the 
addition of William McKeon to the store 
display staff. He had been display manager 
for Saks-Fifth Avenue, New York City, and 
prior to that time was with Lord & Taylor. 


NOVEMBER 1941 


Stuart Raymond, The Broadway, was 





Russel C. Kehrt's display for Jenny's on behalf of the Cincinnati Symphony Orchestra campaign 
was done in dramatic black and white and won first prize in the local contest for the specialty 


store division. 


chiffon, while black seamless paper sparkling with silver flitter covered the floor. 
silk taffeta formal was worn by the mannequin. 


The entire background and sides were draped in graceful folds of black 


A white 
Over her head and all around the upper 


part of the display were suspended tiny flittered violins; some of the violins moved up and 
down, powered by concealed motors overhead. Soft violin music could be heard outside the 
window, and fragrant perfume was wafted to the viewers of the display— 
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DISPLAY WORLD 





Dispuay PHOTOGRAPHS 


Weekly photographic reports of outstanding window 


and interior displays in New York and Los Angeles 


department stores . . . complete with three-dimensional 


color transparencies cnd full descriptions ... tailored to 


your specific needs . . . an accurate, indispensable help 


for your display department. Write for full information. 


Retail Reporting Bureau, 101 Fifth Ave., N. Y. 3, N. Y. 








elected president of the Southern California 
Display Club. Aubrey Maley, The Broad- 
way-Hollywood, and Ralph Dickey, Munici- 
pal Light & Power Company, were reelected 
chairman of the board and secretary-treasurer, 
respectively. 

Luke Maletich, Gimbels, New York City, 
won first prize in a display contest held by 
Burton Brothers & Co. Paul Lubers, 
Recreation Equipment Company, Springfield, 
Ohio, placed second and Stanley Pickering, 
Charles N. Mead Company, Scarsdale, N. Y., 
was third. 

Vid Rosner resigned as display manager for 
Robinson-Schwenn Company, Hamilton, Ohio, 
to take a similar position with Sears, Roebuck 
& Co., of the same city. 

John Carr left the display department of 
Shillito’s, Cincinnati, to become display man- 
ager for The Vogue, Chattanooga. 

Paul Wertz resigned as display manager 
for The Fair, Chicago. 

L. J. Dwiggins, of the Chicago office of 
Reyburn Mfg. Company, was presented with 
a gold wristwatch by the Display Sales 
Promotion Club of Chicago in recognition of 
his long service to the organization. 

The National Association of Display 
Industries was formed ai a meeting held at the 
Hotel Pennsylvania, New York City, on 
November 27. One hundred and twenty-five 
display factors were present at the organiza- 
tion meeting, which was called to order by 
Nichols Hall, Copeland Studios. Al Bliss, 
Bliss Display Corporation, presented the re- 
port of the organization committee composed 
of Ralph Adler, Jas. B. Williams, Inc. ; James 
McNichol, Bulkley, Dunton & Co.; Edgar 
Rosenthal, Greneker Studios; Edwin Stroock, 
Stroock Display, Inc.; L. J. Charrot, L. J. 
Charrot Company; Nat Siegel, of the com- 
pany of the same name, and Kathleen Rivers, 
Worsinger Window Service. It was decided 
to elect officers during the following month. 
Initiation fees for charter members were set 
at $25, with annual dues of $50. 

Marion Adams, in charge of men’s wear dis- 
play at Wm. H. Block & Co., Indianapolis, 
was killed in an automobile accident. 











MIDWEST MANNIQUIN DISPLAY 


Christmas Spirited... for that Holiday Atmosphere! 


Captivating UNBREAKABLE 
RUBBER REINDEER 


Here's holiday display magic personified 

ing Reindeer that will deliver 
loads of festive shoppers to your door. 
“ used in limitiess clever ways — 
singly or in pairs — window, counter 
and interior displays. Can't break — use 
them year after year. 


They're 18 inches 
inches H flocked 
in Pure : 

retelion a 


Only $12.50 each 
Prompt shipment 


Excellent JOBBER opportunities available 
in many areas. Write early for details. 


Send for 
at money-saving prices. 


532 N. Water St. 
Milwaukee 2, Wis. 








FOIL BORDERS FOR SPRING 


Quiltex and Reflex Patterns in 100 ft. rolls. 
%”", 1%" and 2” widths. 
SPRING AND EASTER 
Pastels and Light Colors. 
Swatches and Prices on request. 
THE MULDNER COMPANY 


397 Bridge Street Brooklyn 1, N. Y. 








USE THE 
OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 


POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 


$3.00 Per Column Inch— CASH WITH ORDER 


“COLOR LIGHTED" 
Eye Catching 


FLASHER DISPLAYS 
Edge Lighted Changeable Color 
Add Sparkle to Show Windows and Counters 
Special "MERRY CHRISTMAS" 
in color, $5.95 


6334-D Sepulveda Van Nuys, Cal. 

















PRICE CARD HOLDERS 
Cash Alarm Tills, Cone Twine 
Helders, Snap-In Tag Need- 
les, Window Trimmer’s Tool. 





Write for Illustrated Price List 


Rudolf Corp. 
418 W. 33rd St., New York 1 

















WANTED 
DISPLAY MAN 


One of our North Carolina associates 
has an opening for an experienced 
Man. A_ quality 
exclusively. Modern 
Located in the 


Display menswear 


store windows 
and interior. state’s 
most cosmopolitan city. Please write 
fully in reply, giving experience, age, 
marital status and approximate salary 
expected. All replies considered strictly 


confidential. Address, LOUIS KREISS, 
200 Fifth Ave., New York City 10, N.Y. 











SNOW—MICA 


Diamond Dust — Tinsels — Fibre 

Glass — No Flame Cotton — Snow 

Branches — Glass Blocks — Wood 
Flakes — Kubes — Chips 


Ask your jobber to show you our KEW 
BEE KUT line or write direct if nec- 
essary. If in New York visit our show- 
room—20 minutes from Penn or Grand 
Central stations. 





National Sawdust Co., Inc. 
65 N. 6th St., Brooklyn 11, N. Y. 


Please send me new FREE Christmas catalogue 
Name 


Address 














City & State 
D.W. : 





DISPLAY QUIZ 


On what street 
in New York are two of 
the nation’s foremost 
display creators? 








“We cordially invite you to visit our show 
room when you are in N. Y. for Market Week, 
Dec. 9-13, 1951. Don't miss seeing our newest 
line of ladies, children and men manequins.” 


ACTION FORM CORP. 


25 EAST 27th STREET, NEW YORK 16, N. Y. 


| quest for 


data. 





Telephone: Murray Hill 3-8775-6 
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—One of the attractions in the new showrooms of Marshal E. Moody, Dallas, is a well with a 

22-foot aluminum post set at a 20 degree angle, running 3 feet into the basement and 

6 feet into the second floor. Moody opened his new showrooms and warehouse at 1104-1106 
Jackson street with an open house party on November 3— 





This is probably out of your line, though 
I've never yet been turned down in a re- 
information from DISPLAY 
WORLD, but I'm seeking some advertising 
Do you know of any magazine simi- 
lar to DISPLAY WORLD but dealing with 
advertising? Also have you sources for 
advertising novelties such as calendars, pen- 
cils, and matches? —W. Ford Haviland, 
C. H. Williams & Co., Charlottesville, Va. 

(This information was forwarded immedi- 
ately. DISPLAY WORLD welcomes in- 
quiries, even for items or resources not 
particularly concerned with display—Ed.) 


It is not only a privilege but a “must” 
that I constantly use the material from 
DISPLAY WORLD —always quoted — for 
work. I attend Northeastern uni- 
versity nights; it is a six-year course and 
I hope to graduate in 1952. I am taking a 
business course to go with my display work. 
With this course I feel that I will have a 
better understanding of what management 
wants and what it can afford for better 
displays. DISPLAY WORLD offers me 
much material to help me in promoting this 
form of advertising —Carl J. Richards, Mc- 
Auslan & Wakelin Company, Inc., Holyoke, 
Massachusetts 


school 


Reading your editorial “Just How Wrong 
Can You Get?”’, in the September issue, I 
thought you might be interested to read 


what I had to say about window displays 
at a round table discussion on radio under 
the title, “Advertising at Work.”—Vid Ros- 
ner, Lucy's, Hollywood. 

(We here at Lucy’s of Hollywood firmly 
believe in advertising, advertising by news- 
paper, radio, television, direct mail, bill- 
boards, and window display. 

(Rather than working on a yearly budget, 
we figure each individual campaign as it 
arises; many times we plan an advertising 
program which costs us much more than we 
would have spent if we would have kept on 
a strict budget, but on the other hand we 
have found the results so much greater. 

(Being a women’s fashion store on Holly- 
wood boulevard, a large percentage of our 
advertising dollar goes into our window 
displays, which, for our particular store, 
has proved to be money invested best. 

(We promote a different color every 
week in our nine windows and try to in- 
clude some item from each of our depart- 
ments, but many times we eliminate one or 
two departments rather than not to be able 
to tell a color story. 

(Our newspaper advertising, like the ad- 
vertising through our window displays, must 
be, first, to advertise Lucy’s of Hollywood, 
the store as a whole; second, a particular 
department, and only third, a_ particular 
item. 

(For instance, right after last Christmas 
we advertised our suit department continu- 
ously until Easter with one institutional ad 
which appeared every Monday and Thurs- 
day, with unprecedented results. We did 
so after Easter with our swimsuit depart- 
ment, and then shoes, millinery, etc. At 
the present we are keeping our name in 
front of the public by a daily ad.) 

Your editorial in the September issue of 
DISPLAY WORLD entitled “Just How 


Pag ann a a 
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Wrong Can You Get?” is one of the best | 
editorials | have seen in a long tyme and | | 
should do a great deal for display. 

It took real courage on your part to 
write such an editorial, and certainly you 
have contributed to the effectiveness of 
display again as you have so many times 
in the past. It is just too bad when bro- | 
chures of the kind that the advertising | 
agency in question sends out go to top man- 
agement because it is opinion rather than 
fact, and may misdirect many retailers in 
their plans. I can see no value in 
a brochure of this kind to business in gen- 
eral or to the economy in merchandise 
tribution. 

As I stated before, I feel sure 
editorial will do a great deal of good and 
I would be remiss if didn’t congratulate 
you on doing fine Carl V 
Haecker, Radio Corporation of America, 


Camden, N. J. 


Besides, 


dis- 


such a job - 


A copy of DISPLAY WORLD for October 
came to my attention this morning. 
retired from the display and 
field some few years past, it 
luxurious treat of reading and brought back 


that your | 


Having | 
advertising | 
came as a | 


memories of the grand bunch of displaymen | 


of yesteryear. 


I noted with pleasure and great interest | 


the International Display Contest you are 
conducting. Now if I could turn back — say 
to October of 1926—I surely would be a 
contestant once again. It's a grand feeling 
to get the news of being a winner in one’s 
chosen field I'll never forget winning 
the grand awards of DISPLAY WORLD 
in 1925, 1926. How we did display that 
cup in the main Michigan avenue display 
window of Boersma Company, Chicago! 


I think it would be a wonderful inspiration | 


to the young displaymen of today if you 
reprinted the contest of 1925-1926, the win- 
ners, etc.—Joe Marshall, Huntington, W. Va. 

As you years I 
display 


know, in the past few 
have been pretty well out of the 
field, but I still get your good 
It seems to get better every issue —R. K. 
Pugh, 
Edwards Shoe Atlanta 


Stores, Inc., 


An article from 





magazine. | 


i : | 
advertising and promotion manager, 


DISPLAY WORLD | | 


would particulariy like to re-publish is the | 


“Using Fluorescence and Black 
which appeared in your August, 
This would be most interesting 
for our Advertising and Selling readers. 
Kind regards in the meanwhile, and con- 
gratulations on the continued excellence of 
DISPLAY WORLD.—Fraser Gill, manag- 
ing editor and publisher, Industrial Publish- 
ing Company, Cape Town, South Africa. 


one entitled 
Light”, 
1951, issue. 


Display Contest Planned 
For Silk Promotion 

During the month of February 
contest will be conducted by the Interna- 
tional Silk Association, with cash prizes 
for the “Ten Best-Dressed Silk Windows”. 

The awards will be $500, second $250, third 
$100, and seven prizes of $50 each. Entry 
must be by means of a black and white 
photograph of the display, plus a colored 
rendering. 

The association has its headquarters in 
New York City. 


a display 





DISPLAY WORLD 





Because 


35 WEST 36th STREET 


WE CAN PROVE IT! 


more experts” use the 


MULTI-FIT WIG 


than any other brand 


e IT FITS BETTER 
e IT LOOKS BETTER 
e IT LASTS LONGER 


SATISFACTION UNCONDITIONALLY GUARANTEED 


Snitch. 





*Professional wig buyers, like display jobbers and 


MULTI-FIT WIG COMPANY, Inc. 


NEW YORK 18, N. Y. 








SUNFAST 


DISPLAY PAPER 


FOUNDED 1844 
24 FADE-PROOF COLORS 
12-yd. and 50-yd. rolls 
107" width 


Distributed exclusively by 
Display Jobbers 


Sample Swatches and Price List 
on request 
Complete stocks in New York, 
Chicago, San Francisco, 
Niagara Falls 
Address all inquiries to 
BUTLER PAPER NEW YORK 
CORPORATION 


655 Madison Ave., Tel: TEmpleton 8-3720 
New York City 2! 














PICTURES 


FOR ALL DECORATIVE PURPOSES 


Suitable for framing, labels, plaques, 
tip ons for p mare and advertising. 
Sizes Up to 22" x 28" 
JOSEPH HOOVER & SONS CO. 


1270 Broadway New York City | 





“Ie Fines 
Engineered 
Racks Ever 

fered!” 


SHOWMASTER 
CHROME 
RACKS 


LOW IN COST — 
HIGH IN QUALITY 


For your 1952 illustrated catalog 
—write us for name of your 
nearest jobber. 


City Display Inc. 


The “Showmaster” Line 


842 Sixth Ave., New York I, N. Y. 
Phone: LE 2-1666 

















REDIKUT LETTERS 


Die Cut Cardboard Letters 


Popular sizes, styles and colors. Write for 
your samples’ and prices. Ask your Dealer. 


THE REDIKUT LETTER CO. 
6519 West Blvd. Inglewood, Calif. 
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THE PHOTOMURAL 


ATTENTION 0 L£¢4567 


Write, wire or cal! for complete information and descriptive literature No. D1I1 


RCS STUDIOS 


CENTER OF 
123 NORTH WACKER DRIVE 


will be the DEMAND of your 


new spring merchandise when 


set-off 
by fascinatingly real 


ve RCS PHOTOMURAL 
BACKGROUNDS 


for any Season, Place 
or Time 


(Div. of Rapid Copy Service, Inc.) 
AMERICA 


STATE 2-5977 CHICAGO 6 











TRADE-MARK 


REGISTERED 


2526 W. VAN BUREN ST. 


FOR ALL YOUR NEEDS IN 


Glass Tinsels — Silver and Colors, Crystal- 
line Beads, Diamond Dust (Snow 


Genuine Nontarnishable Metallics 
Gold-Copper-Aluminum-colored 


for Silk Screen and Display Work in All Finenesses 


Champion Bronze Powder & Paint Co. 


Dept. D 


(in all sizes) 


Bronze Powders 


Silk Screen Liquid 


CHICAGO 12, ILLINOIS 





LARGE STOCK AND PROMPT SERVICE 
MAKERS OF THE FAMOUS "CHROME PAINTS" (simulated plate effect) AND "SPRAYON PRODUCTS” 











NEW WRINKLES 
FOR DISPLAY MEN! 
with MASK Farcn” 
and other new Mask Items 
with this revelation.” Other new items, 400. Cant 


te!l you the story in this small ad. So better 
write us for the dope. 


NO WRINKLES! 


when applying paints or inks to thin papers by 
use of NO-RINKL. A few drops in your paint and 
paper remains flat. 


MASK PRODUCTS, INC. 


3143 W. 33rd ST. CLEVELAND 9, OHIO 
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ADD “EYE-APPEAL” with JEWEL 
Color-Change FOUNTAINS 


Color - Change 

Sparkling, bubbling streams of water il- 

lumina from below with light beams ef 

constantly changing colors —can be used 

to liven up store and window displays. 

No water connections needed. Send 25¢ for 

64-page catalog. Also ask about Jewel 

Electrie cht and turn-tables. Est. 1880. 

¥o0.506F JEWEL ELECTRIC & MFG. CO. 

3 ‘ountain 214.) West Kinzie St., Chicago 10, II 








BASE-METAL, PUFFING FOIL 
AND FOIL PAPERS 


25 Ft., 50 Ft. and 100 Ft. rolls. Also in Reams 
or immediate delivery. 


R. A. OHLHORST 


454 Broome Street New York City 13 








DISPLAY JOBBERS 


Just across the river there’s a Spring Line of 
display flowers and novelties you should see. 
Quality, dependable service at attractive prices. 


LOUIS RAFFEALLI 


3906 Bergenline Ave. Union City, N. J. 
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Appliance Dealers 
Hear Display Talk 


Several hundred gas and electric appli- 
ance dealers from the territory surrounding 
Cincinnati were guests of the Cincinnati 
Gas & Electric Company at a sales promo- 
tion meeting on November 14. The affair 
began with a sales breakfast at Hartwell 
Country Club and continued throughout the 
day. 

Ed Hodgetts, assistant sales manager of 
the utility, was largely responsible for the 
program. Display was represented by R. C. 
Kash, editor, DISPLAY WORLD, who 
gave an illustrated talk on the actual cir- 
culation value of display and examples of 
the results it accomplishes. 


Pond's Displays Offer 
New Shade Selectors 

Newest Pond’s sales aids now available 
for distribution are two improved shade 
selectors for store display — one featuring 
“Dreamflower” face powder and the other 
lipstick and rouge. Both will replace models 
currently in use. 

The powder selector, made of glossy black 
plastic with a detachable easel, shows new 
shades just introduced as well as the six 
regular shades in the line. Colors dupli- 
cating the actual powder shades are set in 
recessed chips arranged in a circle around 
the attractive “Dreamflower” design. The 
lipstick and rouge selector is made of lami- 
nated cardboard. Both selectors are prac- 
tical for shelf, counter, or window display. 


| Display Business 


Opened By Lauck 

Ed H. Lauck has opened a display firm 
under his name at 2239 Wheaton, St. Louis 
County 14, Mo., designing and fabricating 
display backgrounds and set pieces, and 
manufacturing artificial foliage. He would 
like to hear from manufacturers and sup- 
pliers interested in representation in Mis- 
souri, Illinois, Indiana, lowa and Kentucky 
for paper, fabrics, and novelties. 

Lauck was for ten years a designer for 
American Fixture & Mfg. Company, and 
more recently was display and store plan- 
ning director for the Salle Ann Shops for a 
similar length of time. 


Feinberg Joins 
Sandusky Store 

Donald Feinberg is now display and ad- 
vertising manager for William S. Frankel’s, 
Sandusky, Ohio, succeeding Hal Otney, who 
has resigned. 


Artwood Exhibits 
Names Nichols 


N. Burr Nichols has been appointed re- 
tail sales manager of Artwood Exhibits, 
Inc., 805 Fulton street, Pittsburgh 33. The 
firm has specializéd in industrial displays 
and interiors, and now plans all phases of 
display service for the retail store from 
mannequin refinishing to complete store 
installation, under Nichols’ supervision. He 
was at various times display director for 
McCurdy’s, Rochester; J. N. Adam & Co., 
Buffalo, and Boggs & Buhl, Pittsburgh. 
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OPPORTUNITY EXCHANGE 





CORRESPONDENCE INSTRUC- 
TION—In Window Display. In op- 
eration for over 40 years with over 
20,000 graduates in nearly every 
country in the world. Write for 
catalog. THE KOESTER SCHOOL, 
Koester Bidg., 3710-12 N. Cicero 
Ave., Chicago 40, Ill. 








USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD 
purpose: 
e Positions Wanted 
e Help Wanted 
e Salesmen Wanted 
e Used Equipment 
For Sale 


e Used Equipment 
Wanted 


e Business For Sale 


e 
1” x 1 column 
$3.00 
1” x 2 columns 
$6.00 
2” x 1 column 
$6.00 
2” x 2 columns 
$12.00 
@ 


Cash with order 


DECEMBER 
OPPORTUNITY 
EXCHANGE 
FORMS CLOSE 
DECEMBER 5 





SALESMAN 


WANTED 


Leading manufacturer of animated displays has opening 


for top salesman now covering New England, New York 


State and New Jersey. 


No objection to non-conflicting lines. 


20% commission. Write: 


Must be well known in this area. 


Territory protected. 


GARDNER DISPLAYS 


477 MELWOOD ST. 


PITTSBURGH 13, PA. 








DISPLAY SALESMEN WANTED 
Splendid Money-Making Opportunity 


For Full-Time and Side Line Men 


An old established general display house handling a complete 
line of display materials and fixtures is in need of salesmen to 


cover the following states: 


Alabama, Arkansas, Georgia, In- 


diana, Kentucky, Louisiana, Mississippi, North Carolina, South 
Carolina, Texas, Virginia, and all New England states. 
Write at once for attractive proposition. 
Address BOX 10DE 


Care of DISPLAY WORLD 








POSITION WANTED 
Window trimmer, fully experienced 
in men’s wear retail field. Pro- 
motionally minded in merchandis- 
ing interior and window displays. 
Shocard and sign writer. Will free 
lance in or out of New York. 

Address BOX 112 
Care of DISPLAY WORLD 


OPENING 
for a good salesman to cover Mich- 
igan, Illinois, Ohio for large plas- 
tic and metal display line. 
CRYSTALLINE PLASTICS CO. 
1026 Venice Bivd. 
Los Angeles 15, Calif. 








SANTA SUIT 
SURPLUS 


Luxurious red velour gener- 
ously trimmed in deep white 
pile, cotton backed for longer 
wear. Suit complete with 
jacket, trousers, cap, heavy 
leatherette boot tops and belt. 
Regular $75.00 value, $49.50. 


HOLIDAY’S 
Santa’s Personal Tailor 
709 Douglas Ave. 
Minneapolis 5, Minn. 


POSITION WANTED IN 
CALIFORNIA 


Display manager of large New Eng 
land Women’s specialty store, with 
six years’ experience in large de- 
partment store, desires to move to 
San Francisco or Los Angeles area. 
Seek position with fast growing 
ladies’ ready-to-wear or department 
store. Willing to grow with posi- 
tion offering incentive and advance- 
ment. Can judiciously purchase 
and build properties. Dependable 
and conscientious worker. Excel- 
lent references and photographs on 
request. Presently employed. 


Address Box 111 
Care of DISPLAY WORLD 








Display Man and 
Window Trimmer 


For Ladies Specialty Store 

We have a permanent posi- 
tion with splendid opportunity 
for man who has style and 
selling ideas. Write giving 
full information of former 
employment — and salary re- 
ceived. 


Address Box 492 
St. Joseph, Missouri 


SALESMEN 
WANTED 


West, West Central & South- 
west territories open for top 
notch line of seasonal and 
all year round display items. 
Nothing similar to it on the 
market today. Exclusive ter- 
ritories open. Write giving 
full details. 


Address Box 113 
Care of DISPLAY WORLD 














SALESMEN 


Amazing new “Quick-Change” Sign 
letters sell like wildfire to merchants 
everywhere. Magically SELF- 
STICKING. Write for a SAM.- 

LES now! ary nterprises, 
Room 616, 6912 Hollywood Bivd., 
Hollywood 28, Calif. 








JOBBERS WANTED 
Profitable sideline. Drop Shipments 
made. Not necessary to carry any 
stock. Handle the KEW BEE KUT 
line. Write for catalog. 
NATIONAL SAWDUST CO., INC, 
65 N. 6th St. Brooklyn 11, N. .¥ 








DISPLAY 
WwoRLD 


's Great Monthly Digest 


SERVICE BUREAU 


ante wit be Wad te m0R te 
su 
r tic information about 


wri 
If we do not have the information 
you want on file, we'll find out for 
Avail yourself of our service 
or obliga- 


Card & Mat 
‘ardwriters’ Materials 
Color Lighting 
Composition Pieces 
Crepe Papers 

Cut-out Letters 
Cutting Machises 


BOSOCSCORNNEEE 00 


Decalco: 
C) Decorative Papers 
i Display Forms 

© Display Furniture 
C) Display Letters 
C) Display Racks 
© Dye, Rug and Carpet 
€ Enlarging Projectors 
(Fabrics and Trimmings 
C Fixtures 
C) Flags and Banners 
O Foils 
(CD Glass Sane 
( Grass Mats 
© Hosiery & Shoe Ferms 
C) Lithographed Displays 
( Mannequins 





© Motion Displays 

© Motion Mechanisms 
O Motors 

O ——- 
( Natural Foliage 

C) Pageants & Exhibits 

OC Paper Sculpture Displays 


0 
Cj Plaques (Window) 
Oo Ps aseanr 


0 Plywood 

© Price Cards—Tickets 

© Price Ticket Holders 

© Ribbons 

OC Sale Banners 

© Show Card Colors 
Show Cards 
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ease ea — = was made during the month of March. Dis- 

tributors reported that they enjoyed more 
NOTICE To OUR JOBBERS AND DISTRIBUTORS ore Pi se before during that month 
Our SPRING and EASTER line as against any previous month of March. 
will be BIGGER, BETTER and It is also a fact that many new dealers 


were picked up and fair-volume accounts 
more BEAUTIFUL than ever before. were improved to better-than-average deal- 


MAKE IT A MUST To VISIT Us DuRING ers. The reception throughout from sales- 
men, dealers and distributors was outstand- 

SPRING MARKET WEEK DEC 9 13 ing and they all asked for a repeat cam- 
vipa 2d ee paign in the fall. It is a pleasure to report 

H N that the new campaign has already been 
OTEL EW YORKER, NEw York worked out and installations made. Present 
indications are that it will be a worthwhile 


OUR ROOM NUMBER is 607 follow-up to the spring campaign and is 


destined to result in an even greater mea- 
sure of success. 



































The Harry c Cohen: ot 5219 Centre Ave., Pittsburgh 32, Pa. 





DISPLAY QUIZ... 





DON'T NEGLECT ter than his set quota of merchandise. 
POINT-OF-SALE It is also well to point out that several WI : 
resists distributors set all-time sales records on ccohagis ye 
[Continued from page 71] Bird floor covering because of this particu- in New York has 
idea of using window displays together with lar campaign. The original merchandise now become “The Street 
the tie-in advertisements in local news-_ selling job was tied-in with the window of Quality Displays” ? 
papers. For example: In one salesman’s displays which later resulted in additional : ; 
territory, where coverage was poor, he was repeat orders after installations were made. 
successful in booking five professionally in- The 1951 spring promotion was definitely 
stalled window displays with five tie-in responsible for holding up Bird sales, per- 
advertisements in the local newspaper. This centageé-wise, far above the rate of the gen- 
gave him complete coverage of that par- erally declining market. 
ticular market and enabled him to sell bet- The bulk of the window display bookings 











ADVERTISING INDEX 


A E Leathertone, Inc. 92 Q 
Acme Bulletin Co. 86 Lustra Corp. of America 67 
Action Form Corp. 100 Eaton Bros. Corp. Lustra-Cite Industries, Inc. 11 Quensell Displays 
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Ahrens, Inc., Milton S 80 F M 
Albin Machine Co 74 Radiant Glass Fibers Co. 
Alexander-Tagg Industries, Inc. 75 Formo Displays Co. Madisonia Manikins, Inc. 5 Raffealli Artificial Flowers, 
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Becker Sige ant P General Die & Stamping Co Midwest Mannequin Displays Reynolds Electric Co. | 
Berlin & Co., Irving ‘ General Display Corp. Mileo Mannequins Reynold’s Printasign Co. 
Bobick. Estelle Goldsmith & Sons MiroFlector Co., Inc. Rubner, Inc., Gustave 
Bonafide Display & Dec. Co 7 Gold-E Mfg. Co Miroflex Products Co., Inc. Rustic Furniture Co., Inc. 
Brevel Products Corp Gregory Motors, Inc Mitten Display Letters 7: 
Bulkley, Dunton & Co., Inc Greneker Corp. M & O Fixture Co., The 
Butler Paper Co Moldkraft Products 
Butler Mfg. Co., B. B 7 H Moody, Marshal E. Scheuer “ 
Morgan Co., The Creations Inside Front Cover 
Cc Haida Displays, Inc., Victor Muldner Co., The Schwartz & Co., Bernard é 80 
entury Lighting Co pauses nevis AT Multi-Fit Wig Co. spermen roger pretense Corp. ” 
? : ansen Mfg. Co., / , Shoe Form Co., Inc. 2 
ss Bronze Powder Herzberg-Robbins, Inc N Showcard 
h pe Co. eee Oe ate - Hoover & Sons Co., Joseph Machine Co. Inside Back Cover 
“wpeiesd Cardbe a C oll - National Association of Siegel, Inc., Nat : y 60 
ity Display ee I Display Industries Silvestri Art Mfg. Co., The 51 
a4 : National Card, Mat & Board Co Spot Sales, Inc. 
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Darling Co., Ine., : Kaytee Ribbon & Fabric Co 6 Ohikoret: BK 
L. 4 Back Cover Kehoe Display Fixture Co at Teenation CC 

Decker Corp., The 81 Koester School 5 o as aoe pig inn Upson Co., The 
Decorative Displays 33 Korrect Way Products TLOWINE VOD, SUSOP U. S. Plywood Corp 
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Every merchandiser knows the “eyes have it” when IT means convincing 
the prospective customers to buy. That’s where the Showcard Machine 
comes in; to help you supply the visual tell that sells—et lowest cost. 

First of all you don’t need an initial investment of thousands of dollars. 
And chances are the price of your Showcard Machine will be repaid 
quickly—actually in many cases in a matter of months. 

It’s a speed champion too! Even for one-of-a-kind work the Showcard 
Machine can turn out more jobs per day. When it comes to two or more 
of a kind, as is usually the case, the Showcard is far out in front. And 
remember in each case it permits complete freedom of layout, type, and 
color combinations. 

Yes, for putting the “TELL” into signs, showcards and window 
streamers — quickly and economically — you should investigate the 
Showcard Machine today. Write for latest bulletin; we'll send you 
testimonial letters too. 


Before you invest... 


INVESTIGATE 


See the one and only 
Showcard Machine 


EL 








THESE USERS TELL IT 
WITH SHOWCARD 
MACHINES 


Jordan Marsh Company, Boston, Mass. 
Wm. Filene’s Sons Co., Boston, Mass. 

and Branches 
Strawbridge & Clothier, Philadelphia, Penn. 
N. Snellenburg & Co., Philadelphia, Penn. 
Hochschild, Kohn & Co., Baltimore, Md. 
Sears, Roebuck and Co.—over 500 stores 
J. C. Penney Company, Inc.— 

over 500 stores 





Wolf & Dessaver Co., Fort Wayne, Ind. 
The J. L. Hudson Company, Detroit, Mich. 
Crowley, Milner & Company, Detroit, Mich. 
Hughes & Hatcher, Detroit and Pittsburgh 
Scruggs Vandervoort Barney, St. Louis, Mo. 
Boyd, Richardson Co., St. Louis, Mo. 
B. Lowenstein & Bros., Inc., Memphis, Tenn. 
Kline's, Inc., St. Louis, Detroit and 
Cincinnati 
The May Company, Denver, Baltimore 
and Los Angeles 
Sam Shainberg Dry Goods Co., 
Memphis, Tenn. 
M. Lichtenstein & Sons, 
Corpus Christi, Texas 


Sattler’s, Buffalo, New York 
Bond Stores, Inc., San Francisco, 
Los Angeles and Detroit 


Broodway Department Stores, Inc., 
Los Angeles, Calif. 


Bullock’s, Los Angeles, Calif. 

Pauson & Company, San Francisco, Calif. 
Montgomery Ward—26 stores 

... and hundreds of others 


This is but a partial list of Department 
and Specialty Stores, Food Stores, 
Jewelry Stores, Chain Stores and 
Super-Markets, Schools and Manvfac- 
turers who are satisfied owners of 
Showcard Machines. 











Sheweard Machine Model A, one of 
several 


a 


See Us in Room 724 
Hotel New Yorker, New York 
N.A.D.I. Market Week 


before you buy 
sign-making equipment 


1196 MERCHANDISE MART 
CHICAGO 54, ILLINOIS 





Complete selection of Misses’, Jun- 
iors’, Men’s, Preps’, Children’s and 
Infants’ manikins. 


Garment racks and costumers for 
every purpose. All price ranges. 


Signholders and ticket holders in 
all standard sizes to meet every 


pricing requirement. 


Elevations designed for all types 


of interior or window build-ups. 


Complete display stands in a wide 


selection of sizes and styles, 


Complete line of variety store fix- 
tures: Over-counter displayers, bin 


hardware, etc. 


Full range of men’s, women’s, and 
children’s full round and _ shell 


forms for apparel display. 


Women’s millinery heads, latest 
coiffures. Men’s, Children’s and In- 
fants’ display heads, 


Men’s, Women’s and Children’s ho- 
siery and glove forms. Displayers 
in clear plastic. 


Displayers, Elevation units, and 
Stands in selected solid oak. 


Your one dependable 
source for everything 
in display equipment. 


your one dependable display source for... 
Everything from Manikins to Racks 


For 25 years Darling has manufactured the most comprehensive 
line of quality display equipment in the country at the lowest 
possible cost . . « Functional, store tested, sales producing units 
that soon pay for themselves through increased sales, proving them 
an investment rather than an expense. Illustrated are only a few 
of the many items available . . . to see Darling’s full range of 


display equipment send for your set of catalogs today. 


Larleny displ 5 A, BARING compan, BRoNON, mic. 





